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COWBOY BOOTS, 
RIDING BOOTS 
FIELD BOOTS 
LACE BOOTS 
& 


More than ever — today — boots play a very 
important part in every man’s wardrobe. To 
meet  chnte ever increasing demand, Friedman- 
Shelby introduce for Fall and 

Winter a smartly styled 

line of hi-cuts to meet 

every boot requirement. 





No. $873 — Authentic model Cowboy 
Boot. 11 inch height with 2 inch 
Leather Heel. Made of Black Retan. 
No. 5874, same in Brown Elk. 


SE ca eS 


No. 8135— Our most popular. 16 inch 
Lace Boot. Made of our exclusive 


No. 5872—Smartly styled, a Roseite Leather. Leather | 
well fitting Dress Riding No. 5870 — A 1714 inch : A : 
Boot of Smooth Tan. 17% Dress Field Boot, of Available also in the following heights 

inch height. Leather Heel Brown Elk; Leather Heel. No. 8165-1—8 inch ' 


No. 5871, same in Smooth No, 8145 —12 inch 


Tan. No, 8123— 18 inch 








Frekweeean SHELBY 
Buck NTERNATIONAL SHOE CO. Alou 





When writing advertisers please mention Boot and Shoe Recorder 
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THE 40-hour week continues a 
topic of discussion among Crispin 
commentators. They have not fig- 
ured out exactly how it is working 
out. It appears that the 40-hour 
work week did not cut down pro- 
duction, for last year’s output of 
383,000,000 pairs was the largest 
on record. It was made during a 
period of the 40-hour week. It 
exceeded by about 12,000,000 pairs 
the output of 1929, the previous 
high record year, and a 48-hour-a- 
week year. 
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ES EN LESS TIME / 








The number of firms appears to 
be smaller under the 40-hour week 
than under the 48-hour week. In 
1929, firms numbered 1341, accord- 
ing to the U. S. Department of 
Commerce. Since 1929, the de- 
partment has been reporting less 
than 1000 firms. So it looks as if 
fewer firms were making more 
shoes. 

As to volume of employment 
and wages, figures are vague so 
far. In 1929, workers numbered 
205,000. In only one previous year 
was the number of workers larger. 
Since 1929, employment of shoe 
workers has been down under 200,- 
000, according to government re- 
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ports—which do not include 1935 
or 1934. 

Apparently, the 40-hour week 
which was arrived at by cutting 
eight hours off the work week, 
made but little difference in shoe 
prices at retail. It’s a common re- 
port that there are as many low- 
price shoes as ever, if not more 
of them. 


* % * 


NIKOLA TESLA, the scientist, 
celebrated his eightieth birthday re- 
cently and disclosed his secret of 
longevity as follows: 

“I wiggle my toes several hun- 
dred times each night before I go to 
sleep as a means of toning up the 
body and, therefore, expect to live 
to be 135.” Maybe he has discovered 
the alternating current of human 
vibration. 





Important inventions from Tesla’s 
early days—inventions which have 
influenced the trend of civilization 
and hastened the modern day of 
scientific miracles—include a tele- 
phone repeater, invented in 1881; 
a system of arc lighting in 1886, a 
system of alternating current trans- 
mission in 1888, a number of al- 
ternating current motors, and vari- 
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ous wireless inventions between 
1893 and 1902. 
* * * 


*6IN starting out to sell the hospi- 
tals, I have found there are four 
distinct steps,” said Ed. M. Evans, 
whose Cantilever Shoe Store is in 
Dallas, Tex. “First, in all hospitals 
where I have worked, there is a 
doctor there who has charge of the 
student feet. He is always interested 








in getting the proper fit, so I have 
always found him most approach- 
able. I do not talk ‘corrective’ shoes 
to these doctors. I always emphasize 
‘correct’ shoes. It is good policy to 
take along several different type 
shoes, the one best adapted for gen- 
eral purposes and several for spe- 
cial needs. This gives a choice of 
selection which is a help, for people 
like to think they are using their 
own judgment in such matters. 
“The next step is to go to the su- 
perintendent of nurses. This is done 
pretty much along the same lines, 
excepting if possible to see that this 
official is wearing our shoes. One 


superintendent of nurses recently 
told me she had several girls out of 
work because of foot trouble, Well, 
we fixed that up by selling them 
our shoes. 
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“Third, the larger hospitals have 
a purchasing agent. He is usually 
some fellow who is only interested 
in knowing how much he is going 
to get for his money. After showing 
him the difference in construction 
and correct shoes, plus comfortable 
shoes at the same time, I usually get 
him interested enough to want to 
know more about the shoes in ques- 
tion. Now it is necessary to refer 
him back to the people already con- 
tacted, who are most helpful in put- 
ting the deal over. 

“Another very important thing is 
to treat the nurses so well and fit 
them better than they have ever been 
fitted before, so that they will send 
their friends and members of their 
families in also.” 


RR ICHARD F. STRADLING of 
Thomas Stradling & Son, Hamilton, 
N. Y., writes: 

“Having read your ‘Santa Claus 
Comes in July’ and your article 
quoting Dr. Donald A. Laird in 
your July 25 issue, I thought the 
following might be of interest to 
you. 

“Dr. Laird stopped me on the 
street a few days ago and asked if 
we could supply him with a pair of 
Congress shoes size 1012 D. Unlike 


“Charles Cleres of North Philadel- 


phia, we were unable to dig up a 
pair for a ‘Santa Claus’ sale. We 
were, however, able to purchase a 
modern pair from Morse & Rogers 
in New York City and thus cul- 
minate the sale. 


| AINT A SANTA 
CLAUS = MA | 
MOVIE DIRECTOR. 









“Dr. Laird is really not an old- 
timer as this seems to suggest. He 
with his son, David, is filming a 
two-reel movie depicting the his- 
tory of the Psychology Department 
at Colgate, this being the fiftieth 
year the subject has been taught in 
the college. The shoes were merely 
part of the costumes worn during 
some of the scenes, and he pur- 
chased them his size so that we 
could wear them first, thus making 
them look more genuine. 
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“BRITE AND FAIR” 


—It's a wild, wild world we're living 
in, what with wars, revolutions, 
floods, droughts, Irish sweep- 
stakes, boondoggling, and politi- 
cal campaigns. 

—And yet there are so many evi- 
dences of improved economic 
health that even the most con- 
servative are anticipating fair 
weather ahead. 

—Recent issue of New York Times 

says: 
“The shafp decrease in business failures 
for the first half of this year indicates 
that the record for 1936 will drop well 
below the unusually low figure for last 
year and approach nearer to the 1920 
level of 8,891 suspensions, according to 
estimates by credit executives here yes- 
terday. Excluding the three years 1918 
to 1920, the total for 1936 will be 
the lowest since the start of the 
century, it was pointed out. 

—Since the cataclysm of 1929 we 
have been fooled several times by 
false starts;—but the present 
movement seems to be a perfect 
"natural". 

—And "Forward March” is the order 
of the day. 


Sout 6 Teen 


President 





“Cutaway coats, stove-pipe hats, 
celluloid collars and similar garb 
completed the wardrobe. Some of 
the clothing was obtained from cos- 
tumers although mostly it was bor- 
rowed from older residents of Ham- 
ilton. The scenes will be quite au- 
thentic and would interest clothiers 
and shoe men as well as Colgate 
enthusiasts.” 

* * * 
THUS wrote Dr. D. L. Clark, once 
president of the American Osteo- 
pathic Association, known to many 
shoe men who will mourn his re- 
cent death: 

“My philosophy! It is man’s 
business to make himself useful in 
this world. We may not know how 
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the results of our efforts fit into 
the universal scheme of things, but 
it is not necessary that we should. 
It is enough to realize that oppor- 
tunities confront us; that responsi- 
bilities await our acceptance; their 
challenge should be sufficient to 
engage us in the battle of life. 

“There is much for man to do. 
It is the price we are called upon 
to pay for advancement. Let us 
accept our assignment with pleas- 
ure. The peace that comes to us 
with the knowledge that we have 
done our best to aid our fellow- 
men, should satisfy. 

“Very few of the tangible re- 
wards we receive in this life give 
us lasting satisfaction. Money is 
soon spent; honor at times vanishes 
almost overnight; fame is as fleet- 
ing as the wind; but there is one 
thing that does not tarnish or van- 
ish, and that is the personal pride 
each of us has in the satisfaction 
of a difficult job well done.” 








HAUGH TROY, the nation’s lead- 
ing practical joker, has the follow- 
ing good one to his credit, says the 
New Yorker: 


“There was a professor noted princi- 
pally for his habit of constantly wearing 
rubbers. One rainy day, while the pro- 
fessor was in the classroom, Mr. Troy 
got hold of these, painted them to re- 
semble feet, and then covered them with. 
lampblack. It was still raining when the 
professor left the building and the rain 
washed the lampblack off in no time, 
leaving the educator, to his pained be- 
wilderment and the students’ general 
amusement, walking along apparently in 
his bare and very large feet.” 


* * * 


S*@NE of the very best methods 
we have ever used in building up 
our shoe department was when 
some four years ago we started at 
scratch in developing our large- 
size shoe section,” said J. W. Ras- 
mussen, shoe buyer at O’Connor 
& Moffatt & Co., San Francisco. 
“We started with a few 10's, 
then advertised certain shoes up to 

























































that size in our popular-priced 
grade of ten dollars. An immedi- 
ate response was felt. Customers 
came in almost apologetic, asking 
for the tens. Since then we have 
been gradually expanding _ this 
larger-size department so that now 
we have these sizes in pattern shoes 
in our top grades. A separate de- 
partment within our regular shoe 
section is set aside for the stocking 
of these shoes. Styles which look 
and fit best in sizes above eights 
are bought especially. I find the 
retail shoe business is steadily spe- 
cializing and that people would 
rather trade in a shop or section 
set apart which has certain things. 
For example, our Sorority Shop, 
which is dedicated to the high 
school and college girls is on an- 
‘other floor. Here the younger trade 
find plenty of style of the kind 
they like at one price. Then a 
Pump Shop, fenced off from our 
main department, confines pump 
activities very effectively.” 


* * * 


CHARLES P. PELHAM, vice- 
president of Fuller & Smith & 
Ross, Inc., before the Sales Pro- 
motion Division, National Retail 
Dry Goods Association, said: 
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“Retailers—your biggest oppor- 
tunity lies in your responsibility 
to yourselves and to your store, in 
getting your own house in order 
—by doing with manufacturers ex- 
actly what you expect them to do 
with you. I have talked with hun- 
dreds of retailers all over this 
country and I can still count on 
my fingers the few buyers, mer- 
chandise managers or store ex- 
ecutives who express themselves 
constructively on the manufac- 
turer-retailer cooperation problem. 
All too many retailers from clerks 
to the so-called ‘number one man’ 
have a chip-on-their-shoulder atti- 
tude toward the manufacturer. The 
whole approach of such retailers 
is to trade-down, often to beat 
down, to criticize and to condemn 
the manufacturers’ practices and 
policies. Why, I don’t know, un- 
less it is that there is something 
fundamentally wrong with the way 
the buyer, and his departmental 
showing, is judged and compen- 
sated by- store management. 

But this I do know—no retailer 
can expect to get from a success- 
ful, self-respecting manufacturer 
that which he is not willing to 
advance himself. It is high time 
that retailers bury their part of 
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the buyer-seller attitude, and ex- 
tend the hand of welcome and 
cooperation to the manufacturers 
who deserve it and who will gladly 
respond. If you think the manu- 
facturer is making a real mistake 
in spending his money as he is, 
tell him so, but don’t chisel him 
for an advertising allowance in 
the next moment and expect him 


to think you sincere.” 
* * * 





MIEIER SWOPE, dean of the re- 
tail shoe industry of St. Louis, sends 
us his regular mid-Summer com- 
munication which our files reveal 
as having been done for a period of 
ever 50 years: 

“Please send the next four issues of 
the Recorper to Sparhawk Hall, Ogun- 
quit, Maine.” 

No man has been a more con- 
sistent reader. The revigoration that 
comes of a Summer of vacation in 
the Pine Tree State has done much 
to preserve his health and happi- 
ness. We salute a grand old shoe 
man. 





IN THE ZENITH SHOE STORE 
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wHy 
WE OPERATE 
A 
SERVICE 
STATION 


FOR SHOES 


How Individual Shoe Fitting, hailed in a 
feature article in last week’s Recorder as 
the “Next Step Forward” in retail shoe 


service, is applied in practice. 


William Pidgeon, Successful Shoe Merchant, Tells Beot 

and Shoe Recorder Readers the Story of His Profitable 

Business, Built in Large Part on the Goeed Will of Difficult 
Customers That Other Stores Didn’t Want 


EN the retail philosophy of William Pidgeon, shoe 
merchant of Rochester, N. Y., the shoe business begins 
and ends with Service. 

Pidgeon concedes that it isn’t possible for every shoe 
store to operate in the same way. He believes in spe- 
cialization. He realizes fully that the principle of 
specialization, when applied in practice, leads dif- 
ferent individuals down different paths. As a conse- 
quence, one store may specialize in style, another in 
fine quality, another in shoes at a particular level of 
price. All of these elements will enter, to some degree, 


into the merchandising policies and practices of the — 


average store, but the tendency of today is to emphasize 
some one sales appeal, and bend all of the store’s mer- 
chandising plans and policies in that direction. 
Pidgeon’s reputation has been built with orthopedic 
footwear which he still features along with style types 





of shoes. He just can’t conceive of the idea of oper- 
ating that kind of a store without rendering an indi- 
vidual foot service to customers. 

“The service we give,” says Mr. Pidgeon, “is predi- 
cated on the fact that FEET ARE NOT ALIKE. Lasts are 
exact pairs. Feet are not. Foot measurements may in- 
dicate that a customer requires a 7B shoe, and all of 
the 7Bs in a given line of shoes are as nearly alike as 
the manufacturer can make them. But not all 7B feet 
are alike. It would be nearer the truth to say that no 
two individuals have feet exactly alike, and, for that 
matter, the feet of the same individual frequently show 
surprising variations, Our experience proves that 90 
per cent of feet we fit are not exact mates in all details. 

“These foot variations arise from quite a number of 
different causes. Sometimes, of course, there is an 

[TURN TO PAGE 35, PLEASE | 
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Correct Fitting, Mr. Pidgeon Maintains, Requires Individual Shoe Adjustments because: 


SHOES have stiff and rigid counters, hard and sharp 
box toes, and wrinkles and tacks are found—even in 
good shoes. 


Thick seams. Poor pattern making often brings tongue, 
vamp, blucher point and four linings all on one spot 
—five to eight thicknesses. 

Stiff and heavy leathers. 


Insoles (welts) that curl up oft edges to form callouses. 


Sharp edges at vamp seams and sides and backs. Light 
hose offers no protection. Therefore, must be softened. 


Burning insoles. 
Squeaks in shoes—even in good ones. 
Adjustment for high or low insteps. Especially on straps 


or pumps and many other things that have to be met 
in slight and minor defects of shoemaking. 


FEET are seldom exactly alike. Therefore, one must 
find a way to actually fit both. We know many ways. 


Corns on one or both feet. 


Bunions—some sort of easing is often necessary. Stretch- 
ing is not the only way. 


Callouses—especially on bottom of feet. This may re- 
quire padding the shoe or depressing the insoles. 


Mismated feet—especially where they are one, two or 
three sizes or widths different. 


Ingrown toenails which require much more toe room. 
Recede toe last is very painful for this type. 


All forms of arch strain—sometimes on one foot only 
and sometimes both. 


Hot Feet. Cold Feet. 
Morton toe trouble. 
“These and a host of others,” says Pidgeon, “we meet 
all the time. So one must do one of three things: 
“Bluff them. Sell them somehow and pass the buck. 
“Muff them. Let the sale go. 


“Tough them. Actually get down to hard work, solve 
their fitting problems, and do it right. 


“Hence our Service Department.” 


Burning Feet. 


Where the shoe pinches, Bill Pidgeon wins a customer. He trains his sales- 

people to make minor fitting adjustments and often takes a hand at the job 

himself. 90 per cent of his customers, he figures, require some sort of individual 
adjustment to make their shoes fit properly. 
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IMPRESSIONS 


Slippers can be cued in color 
to the vogue for wearing 


fresh flowers. 


THE slipper of the year is open-toe. 
Often open-heel, too. Women like 
them and women will buy them. 
Usually it’s just a little peep of the 
toe that shows. Covered and yet un- 
covered effects. * 





A lot of talk about higher-cut lines. 
The high-front daytime silhouette re- 
flected in the evening. Still 9/10 of 
the shoes worn shown are sandals. 
Some retailers report growing demand 
for pumps. 


This high-cut line can best be in- 
troduced for dinner shoes, since it 


In evening fashions 
fabrics and 

dresses trimmed with 

metal will be inne 

tant, 

tintable ~ ig as 

the smartest comple- 
ment. 
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OF EVENING 


looks as if skirts might be definitely shorter in the 
dinner costume. Fifth Avenue dressmakers will feature 
ankle-length dinner (not full evening) gowns. But 
very high styles as yet. 


Tintable lamés, the important promotional note, 
with gold and silver kid still to the front for volume, 
gold still better than silver for fashion, though higher 
in cost. Colored brocades shown but limited because 
of price. Satin and crepe both in picture. Satin a step 
ahead. The two often seen in combination. A few 
velvets and odd materials. 


Square toes and low heels negligible, except for few 
pairs of flats for tall girls and a few baby French for 
conservative, middle-aged customers. 


Being the notes we made as we covered 
the evening slipper market. 


Promoting shoes tinted to match the costume accent 
is the way to stimulate extra pair sales. Bad for busi- 
ness to lay too much stress on gold or silver, “go-with- 
everything” types. 


Slippers dyed to match fresh or artificial flower 
accents offer special new opportunities. Vogue for 
wearing fresh flowers in unusual ways is growing. An 
idea here for window displays. 


Jewelled trimmings prominent. The plaited satin 
shoe, inspired by the Huarache Mexican sandal, 
promises to be outstanding. 


Fur capes will be important 

—suggesting slippers in fur 

color for high-styled dinner 
dresses. 
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GOOD SHOES DESERVE GOOD 


THE brilliant opening of Delman House in Old Bond 
Street, London, on June 10 marked the introduction 
in England of the exclusive shoes designed by Herman 
B. Delman, famous American shoe stylist and manu- 
facturer. 

The distinguished patrons and members of the press 
who attended the preview, found the salon of Delman, 
Ltd., in the society shopping center of London, a 
unique and delightful establishment. Even the exterior 
creates an immediate impression of style and quality. 
The shop front, constructed of Botticini marble and 
verdigris bronze, is a tasteful blend of the classic and 
modern, and a Louis XVI show case placed within 
the main window gives the keynote of the interior 


decorative scheme and provides a jewel-like setting _ 


for a few dainty pairs of shoes. 

Messrs. White, Allom, Ltd., famous London decora- 
tors, have done the interior mainly in the Louis XVI 
manner, but to avoid a monotonous period effect, a 
few pieces in the rococo Louis XV design and some 


Photographs on this page show exterior and two interior 
views of the new Delman House in Old Bond Street, 
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on the more classic Empire lines have been placed in 
the Louis XVI setting. Soft greens, roses and beige 
are used with taste and charm for the color scheme, 
and the whole salon is lighted with a skillful com- 
bination of direct and indirect lighting which is decor- 
ative as well as practical. 

The entrance to the shop is devoted to a reception 
room with a series of well-lighted recesses for display, 
and a few casual benches and chairs. The narrower 
central portion has been very cleverly designed to 
give the effect of an arcade with mirrors on the left 
hand wall and sliding panels disguising stock cup- 
boards on the right. In the main salon the furniture 
is arranged in groups comprising a settee, an arm- 
chair, a small single chair for the assistant and a 
pouffe for the customer’s feet. Counters, cash desk and 
filing cabinets are all adapted from French furniture 
of the period to fit in with the general scheme. 

Delman House is a distinct departure from the 
general conception of a shoe shop, but Messrs. White, 
Allom, Ltd., have arranged for the utmost in efficient 
service as well as a wholly delightful decorative effect. 
The groups of furniture in the main salon are so placed 
that customers and assistants can move freely about 
the room without crossing paths, and the two stock 
room doors on either side of the fireplace are planned 
hotel fashion, one for entrance and one for exit, to 
avoid confusion in that department. The main stock 
room is equipped with steel shelving in bays, and a 
concealed staircase gives access to another stock room 
in the basement. The large stock includes a complete 


STORES 


range of sizes, colors and materials in styles for every 
possible occasion from Court functions to sports. 

Among the prominent members of British society who 
attended the opening were Sylvia, Countess of Poulett, 
the Countess of Jersey, Lady Phyllis Allen, Lady Trede- 
gar, Mrs. Charles Sweeney, Lady Markham, Mrs. 
Ernest Simpson, Mrs. Ormond Lawson-Johnson, Mrs. 
Thomas Sopwith and Mrs. Govett. All of the guests 
were most enthusiastic about Delman House and Del- 
man style and craftsmanship—in fact many of them 
bought shoes, although the shop was not actually to 
be open for business until the following day. The 
success of the Delman London shop is an added pres- 
tige for American shoemaking as well as a brilliant 
personal triumph for Mr. Delman. 


Importance of interior display, as well 

as the sales appeal and good will value 

of beautiful surroundings, were recog- 

nized in the planning, decoration and 

furnishing of the Delman House in 
London. 






































GOOD BUYERS MAKE 60o0D 
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‘‘What It Takes’? to Be a Shoe Buyer in This Modern 


Era and Why Good Buyers Are a Key to the Success 
eof Many a Shoe Business 


I AM a buyer of leather. I am not a shoe buyer. I 
am in the business of selling shoes. Most people 
think, however, that they can tell the other fellow 
how to run his business better than he can run it 
himself. That means admitting right at the start that 
this is written by someone who doesn’t know what 
he’s writing about. But it’s one man’s ideas anyhow. 
Perhaps it will present a fresh viewpoint on the sub- 
ject. 

If I were a shoe buyer, first of all, I would want 
to be well informed. That covers a lot of things, 
but doing a good job of buying anything means 
having the facts. The buyer must know what he 
needs, when he should have it, where he can get 
it, and the advantages of one proposition over 
another. 

It takes time to be well informed. This means read- 
ing trade papers, the editorial matter and the advertise- 
ments as well. That seems like superfluous advice to 
the man who has already read this far in this article 
in this trade paper. But all of us need to realize 
more the wealth of ideas in our trade papers. In 
addition to trade papers, it is necessary to keep up 
with information on general business from general 
magazines and in the daily newspapers. Furthermore, 
the advertising in general magazines and in daily 
newspapers is a source of ideas and information for 
the alert buyer. The literature put out by manufac- 
turers and sources of supply must be studied to be 
familiar with the propositions that are available. Good 
merchandising ideas and important selling facts can 
be gleaned from manufacturer’s literature. There’s a 
lot of information in catalogs. Some people pass up 
this opportunity of securing valuable information. 

Traveling is an effective way of keeping in- 
formed. If you haven’t the time or money to go 
out of town, travel around your own home town 
and see what your competitors are doing, what 
merchants in other lines of business are doing, 

see what people are wearing and find out what 
they are talking about. But a trip to other cities 


will pay big dividends. A trip to the factories or 
main offices of the chief sources of supply or pro- 
spective sources of supply will give the shoe buyer 
a picture he cannot get at home. This costs 
money, but it pays dividends. 


TRAVELING salesmen are a gold mine of information 
for shoe buyers. To be well informed it is necessary 
to see the lines that are offered. It takes time, but a 
quick invitation to open up the line in a hurry will 
often save time by avoiding arguing about it. It may 
take a few questions on the part of the buyer to get 
the real interesting facts out of the salesman about his 
proposition, and about the shoes he is offering, yet 
the shoe buyer who is willing to dig for information 
can get lots of it from these salesmen. He can get 
facts about the shoes, about the salesman’s proposition, 
about merchandising ideas, about what’s being done in 
other cities, about style trends and market conditions. 
Naturally information secured in this way is going to 
have to be sifted and tested and checked against in- 
formation received from other sources to be sure it 
is correct, and to be sure that it is not biased. Inci- 
dentally, any information that someone puts out about 
his competitor is usually not very reliable, but if you 
do hear rumors and knocks which make you wonder 
a little bit about the man at whom they are directed, 
go to that man and ask him frankly for the story. 

If I were a shoe buyer, I would be very careful 
about accepting presents from salesmen or other rep- 
resentatives of people from whom I had bought or 
might buy, and I would be very careful about allowing 
myself to become under obligation to such people. It’s 
probably bad business for me to write this. Every 
seller of shoes would probably like to get his cus- 
tomers under obligation to him, and he likes to get 
as close to them as possible. But I am writing this as 
if I were a shoe buyer, and not as a seller of shoes. 
That’s the reason I say I would be careful about 
accepting favors. This might sometime interfere with 
my better judgment. It might sometime make it em- 
barrassing for me to buy the proposition that I felt 
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BUSINESS 


by 
MAXEY W. JARMAN 


President General Shoe Corporation 
Nashville, Tenn., and 
Chairman Exhibit Committee, 
National Shoe Fair 


was right. It might sometime make it possible for 
someone to unduly influence me in regard to a new 
proposition which I should have. 

The same principle applies to compliments. If 
a man begins to tell me what a splendid job I have 
done or how smart I am, I begin to look out before 
I allow myself to be lured into buying something 
that I should not have, Flattery is an intoxicating 
thing which frequently interferes with our better 
judgment. 

I have already said something about competitors 
knocking each other. No house is perfect. One man 
is not going to stand by and let another line come 
along and take away all of his business. He is going 
to make a fight for it, and the fight may take the form 
of knocking the other line. This may be very 
smoothly and cleverly done. It’s important to watch 
out for the lines that are knocked because they are 
the ones that are doing something. The lines that are 
weak never get knocked. I would resent an unsolicited 
comment on a competitor from a salesman. If I am 
buying from the other man, it’s a slur on my judgment. 
If I am not buying from him, I would immediately 
want to investigate his proposition further. It’s a 
different matter if I bring up the subject of another 
man’s line and the salesman then begins to point out 
the advantages of his line over the line that I have. 
When I open up the subject, then I’ve got to listen. 


I certainly would not accept as final, however, re- 


MAXEY W. JARMAN 


ports made on a house by his competitor. If such in- 
formation makes an impression on me, it should be 
investigated at the original source, and if I find out 
the report is not true, my confidence in the originator 
of the report is going to be badly shaken. 

Good buyers concentrate their purchases. That 
doesn’t mean that they must buy everything from 
one man, or even necessarily that they should buy 
everything in a certain class from one man. It 
does mean that he should not buy from everybody 
in the country. 

If the buyer will carefully select the best proposi- 
tions, each in its own particular field, and concentrate 
on those as nearly as possible, he is going to have the 
best situation. Concentration on as few sources as 
practical makes the account more attractive, gets the 
best possible service for the store, and is much easier 
to handle in the store. Buyers who take a little from 
every line can’t do a successful job. 

If I were a shoe buyer, I would be slow to change 
my sources of supply. It is important to be familiar 
with every proposition, and it is important to consider 
the advantages of each one. Lines change. One house 
is going forward and another house is standing still 
or going backward. It is important for the buyer to 
get the best proposition, but he should be sure of his 
ground. Frequent changes make it difficult for him 
to buy properly and keep his stock in shape. The 

[TURN TO PAGE 38, PLEASE} 
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A PRAYER AND A .PROMISE 


FIRST may we give you a short prayer by J. W. 
Whalley, shoe merchant of Blackburn, England, which 
appeared in the Shoe and Leather Record of London: 


“Deliver us from the buyers who know the price 

of everything, and the value of nothing, who be- 
lieve that they can get a shilling’s worth of value 
for sixpence; who think that cheapness is thrift; 
who ignore the economy. of quality; who believe 
that they are getting something for nothing when 
they pay less; who buy things just because they are 
cheap, and whose god is price. 
. “Give us customers who realize the extravagance 
of paying too little; who know the high cost of a 
low price; who know that somebody is always ready 
to make things a little worse, and so a little 
cheaper. 

“Above all, teach buyers that a dependable sup- 
ply is worth paying for, that courtesy, cooperation, 
and honor in the seller is the buyer’s greatest as- 
surance of satisfaction.” 


No finer piece has been written, for it contains true 
philosophy of a business man. Perhaps it will always 
remain a sentiment, for in this modern world, per- 
fection seems impossible. But, everyone can come 
closer to the ideal by posting this little item on the 
bulletin board of remembrance. 


Business practices are undergoing changes— 
they must, or business will be killed by its own 
gangsters. During the depression they went so 
far from the right that it has been found neces- 
sary to evolve laws to prevent predatory tigers 
from killing the entire system of business and 
themselves as well. 


The Robirison-Patman price discrimination act is 
only the beginning of legislation in the direction of 
preserving fair dealing and preventing unfair prac- 
tices. We believe the new law is only the beginning 
of a better day for the honest merchant. 

The Robinson-Patman law is complex, but its teeth 
are going to be sharpened by the Federal Trade Com- 
mission. It says, in business transactions customers 
must be treated alike. This does not mean that a man 
buying six pairs of shoes is going to get the same price 
as the purchaser of 60,000 pairs, but that comparative 
businesses are to have comparative prices. 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


No one can give or receive extra discrimination 
either way, and criminal liabilities are involved in this 
section of the act.. The law has been written very 
broadly so there may be many exceptions, but these 
two things are clearly expressed and the burden of 
proof has been put on the accused to justify his acts 
within the law. 

Price discrimination must show substantial and real 
quantity differences. A special discount paid to a 
wholesaler or retailer for performing functional ser- 
vices for the manufacturer, even though that relieves 
the manufacturer of a functional service cost is not 
permitted. Different prices may be justified only on 
the basis of different costs. 

There are some things that are promoted by the law 
itself{—for example, services are not prohibited by the 
law, providing that whatever is offered any customer 
as compensation for services rendered by the customer 
to further the sale of the manufacturer’s goods must be 
offered all customers on proportionately equal terms. 
So, the manufacturer may promote window display, 
distribution of samples, radio mention, demonstrations 
and any other things. Services rendered must be 
on proportionately equal terms to all. These ser- 
vices may include advertising, missionary work, dis- 
play demonstrations. These services are illegal only 
when they bulk up in favor of some special customer, 
not when the benefit is scattered over all customers 
alike. 

Please remember that in all probability under the 
Robinson-Patman Act that proportionately equal terms 
will probably be construed as based on sales volume. 

In the next few months and the next year, the im- 
portant thing is to read the decisions of the Federal 
Trade Commission as determined by law cases so 
that you can get a true picture of the provisions and 
purposes of the Robinson-Patman law, to correct un- 
fair business practices. This is the promise that fol- 
lows the prayer of merchants, large and small, that 
honest business can be established in the interests of 
all merchants and particularly all consumers. 
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A Medern 


Extreme Bunion Last 


In the older type bunion shoe, the enlarge- 
ment is accommodated by a pocket which 
permits the joint to protrude over the 
edge of the sole, giving discomfort and 
creating an unsightly appearance. In this 
new bunion last the tread has been ex- 
tended sufficiently, to insure that the joint 
rests on the bottom of the shoe instead of 
over the edge. The toe is fairly wide, with 
the forepart thrown to the outside (out- 
flare). Ball measurement is standard, instep 
and heel four widths under standard. 
When fitting this last, measure the ball of 
the foot at its widest point. If the ball mea- 
surement calls for a C width, fit this width. 
This will provide a C ball, EEEE tread, AA 
back, a combination of measurements that 
is proving unusually satisfactory on extreme 
bunion feet. 


STYLE 589—Black kid perforated plug ox- Style 575—Same base pattern in black kid, 


steel grey ornamental stiching, 12/8 leather 
ford. 12/8 wood Cuban heel, Arch counter. tail: eubilven: Stans Auer Counter. 


Stocked widths AA to E (Ball Measure) Stocked widths AA to EEEE (Ball Measure) 
Price $5.75 Price $5.75 


FREE TREAD SHOES 


by WILBUR COON 


CHICAGO OFFICE 37 CANAL ST. Peso a 
506 Security Bldg. arbridge Bldg. 
189 W. Medison , ROCHESTER, N. Y. 34th St. and Broadway 


When writing advertisers please mention Boot and Shoe Recorder 
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An evening footwear display of unusual yea designed by Miss Nell Burleson, publicity diveaies for The Frank Werner 


Company, San Francisco. It was used in 


Geary street store of this firm, the window on the opposite side of the entrance 


being similar in theme and treatment. The whole effect was very striking and out-of-the-ordinary. 


Shoes for the 


Formal Evening Footwear Lends 
Itself te Glamorous Effects 


In Autumn Window Displays 


COMING styles in evening footwear are portrayed else- 
where in this issue, and so it seems in order to give some 
thought this week to the subject of evening footwear 
windows. It’s a fascinating subject, too, for there’s 
nothing shoe stores have to sell that lends itself to 
effective and artistic display so admirably as this 
glamorous and colorful class of merchandise. Two 
of the accompanying window photographs serve to 
demonstrate this fact, and perhaps to suggest ideas 
that can be adapted and worked out to advantage by 
other stores. 


Starry Hours 


One of the most interesting windows featuring eve- 
ning shoes, or “Formals,” that has come to our atten- 
tion in some time was designed by Miss Nell Burleson, 
publicity director for The Frank Werner Company, 
San Francisco, and used in the Geary Street store 
of that enterprising Pacific Coast firm. “For the 
Starry Hours” was the title, so tricky little tinsel stars 
which had gummed backs, the kind which can be 
used over and over again, gave the needed atmosphere: 
to the trim. Some of the stars were stuck on the win- 
dow glass, while most of them were attached to the 
background. In the picture all appear as backgrounds, 
consequently the window itself was much more effec- 
tive than the photograph would indicate. A dark 
blue corrugated paper proved an ideal backdrop. 

Use of clocks to denote the hours of various evening 
festivities constituted a clever and unusual note in 
this window. Each of these clocks, of course, was 
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DO YOU FAVOR UNIDENTIFIED |, 
“SHOES” FOR YOUR CAR, OR 
OUT-IN-THE-OPEN VALUES? 


If you have greatest confidence in branded 
products and undoubtedly you do, your cus- 
tomers will be similarly influenced. There can 
be no advantage in keeping the public in the 
dark regarding sdle leather any more than in 
respect to other products whose sales increase 
as trade names become respected. Were you to 
sell men’s shoes with 


KISTLER “BENCH BRAND” SOLE LEATHER 


bottoms identified by our trade mark, you would 
have a sign certifying that the soles were The 
Finest American Tannage. To tell your cus- 
tomers that and remind them too that the 
“BENCH BRAND” mark also stands for service- 
able, moisture-resisting, foot-health-maintain- 
ing sole leather, is to see the effect revealed in 


the cash register. 
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set at a different time, the title of the window directing 
attention to the hour element. Each clock bore a 
window card and the time at which the clock was 
stopped tied in with the title of a popular song. For 
example: 8 o'clock, “Dinner at Eight;” 12 o’clock, 
“Bewitching Hour of Midnight;” One Minute of One, 
the song of that title; 2 o’clock, “Cocktails for Two;” 
3 o’clock, Frank Werner Shoes “Still Beautiful,” etc. 
All in all, it was a most unusual and attractive display. 

The R. H. Macy (New York) window, reproduced 
this week, goes a step farther with the time idea and 
carries shoes through the day and night, with the 
three titles, “Morning,” “Noon” and “Night.” This 
idea gave opportunity for the effective showing of 
three definite classes of footwear. And the manner 
of designing and treatment made the window very 
effective. “Shoes for the Occasion” was unquestionably 
one of the soundest promotional ideas ever developed 
for the retail shoe business. This window is based 


upon that merchandising principle, and its corollary 
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precept of increasing sales by suggesting the use of 
the merchandise. Windows like this are adaptable to 
any season of the year and are always effective. 

Now that we are looking ahead to the Fall season, 
the third window of this week’s group, with its forest 
atmosphere, especially appropriate for the showing of 
hunting, hiking and camping boots, is worthy of spe- 
cial consideration. A hunting window is in order for 
some time in the Fall season for any store that sells 
these specialty types of footwear. This window, from 
way out in Boulder, Colorado, was, in fact, a Summer 
shoe display, but in that part of the country footwear 
of the hiking and hunting variety sell side by side 
with all-white sport shoes in mid-Summer. In many 
other sections a window of this description will be 
more appropriate for the late Fall. Let’s take a 
closer look at it. 

Against the backdrop of an alluring mountain lake, 
with sky of Colorado blue above, John F. LaTorra 

[TURN TO PAGE 49, PLEASE] 








This interesting window by 
R. H. Macy & Co., New York, 
classified Summer shoes for 
“Morning,” “Noon” and “Night” 
and carried out the “Shoes for 
the Occasion” principle of pro- 
motion in a manner that was 
decidedly effective. With the ~ 
use of board, some light 
lumber and a reasonable degree 
of good taste in the planning, 
any shoe store can create dis- 
plays equally attractive. 
































The “woodsy” atmosphere of 
this window display by LaTorra 
Shoe Co., Boulder, Colorado, 
makes it ideal for sport shoes or 
for the types of hunting and 
hiking boots shown in the group 
a te eae. of the ee = 

hunting season a few 
weeks ahead will offer a splen- 
did opportunity for the promo- 
tion of this class of outdoor 
footwear in windows of similar 
design and character. 
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WISE PARENTS* READILY SEE 
THE Ps Value in POLL-PARROTS 


Back to your store again and again will come 
parents to whom you sell all-leather Poll-Parrot 
shoes. Their plus value appeals to mothers and 
fathers ... children uphold their choice. 

There are extra sales features to talk about... 
with a healthy margin of profit and repeat 
business for you! 


DRESSY LASTS 


Narrow, snug fit- 
ting, streamlined... 
yet plenty of room 
for normal growth. 


f 
. 


ROOMY LASTS 
Broad, free lines... 
ideal for active feet 
in the school room 

or at play. 


FULL VAMPS 


All play or service 
type Poll-Parrots 
have full vamps for 
extra wear...a plus 
value. 














* There is a Star Brand 
Shoe to fill every demand 


e 
profitably 
Poll- Parrots are nationally 
known Star Brand shoes! To 
please every man, woman and 
child in your community you 
can get just the shoes you need 
from Star Brand Shoemakers. 
Let us show you. Wire, write 
or phone for a representative. 


STAR BRANDS 
pirat! 








ROBERTS, JOHNSON & RAND sioe'c!'st tats to. 
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TRI-STATE 
SHOE MART 
BIG 
SUCCESS 


WITHOUT the slightest doubt, the first annual Tri- 
State Shoe Mart, sponsored by the Pennsylvania Shoe 
Travelers Association, at the William Penn Hotel in 
Pittsburgh, July 26, 27 and 28, emerged as an out- 
standing shoe event. With some 125 exhibits spread- 
ing over five hotel floors, with over 700 persons attend- 
ing the banquet on the second night of the affair and 
with a conservatively-estimated figure of 1500 persons 
paying the exhibitors profitable visits, veteran men in 
the trade. termed the shoe mart as the best ever held in 
Pittsburgh. 

The convention committee, which included Martin 
Lopen, Edward Craney, Joseph Yorkin, Jack R. Levy 
and Phil Landish, already has announced that the 
Tri-State Shoe Mart will be an annual event. It was 
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the first time in years that the shoe trade in Western 
Pennsylvania, Eastern Ohio and West Virginia has met 
under one roof and a spirit of friendship prevailed 
throughout the show, reaching its climax on the night 

of the banquet staged in the grand ballroom. 
Edward B. Craney, president of the Pennsylvania 
Shoe Travelers Association, acted as chairman of the 
banquet. He opened the program with a brief speech, 
expressing his gratitude for the tremendous turnout 
and adding that such an affair will “bring a closer and 
warmer friendship between the salesmen and retailers.” 
Mr. Craney next introduced Albert J. Schmidt, chair- 
man of the Pittsburgh Shoe Retailer’s Association, who 
expressed gratitude for the opportunity to extend the 
[TURN TO PAGE 47, PLEASE] 
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Perpetual Inventory Assures an Increased Profit 
.-.and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply a Perpetual Inventory 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 


Helps you to “buy as you sell”—to know whether each shoe = 7 S*. State Street, Chicago, Illinois 
Cn Please send me samples and prices of your Steel 


is paying its way with a profit, to go light on slow movers, and Daily Sales Card Record. 


to re-size frequently on wanted style and sizes. 
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| STEWART & POTTER COMPANY, BROOKLYN, NEW YORK 


STYLE ~ SERVICE — Fil 


are indispensable factors in Last Making. For 
over fifty years, Stewart and Potter Company 


have maintained an acknowledged leader- 





ship in this art. 
Leading Shoe Manufacturers and Retailers 
know that shoes made over these lasts are 


foot fitters and always properly styled. 





THE LAST WORD 


UNITED 


L__HUNITED LAST COMPANY—J 








——_—140 FEDERAL STREET, BOSTON, MASS. 
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REGIONAL JS SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y 


T. W. GARDINER CO. KRENTLER BROS. CO, 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 
Stewart & PotreRco, THE LAST WORD ynitep tastco., itd. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Text of 





AN ACT 


To amend section 2 of the Act entitled 
“An Act to supplement existing laws 
against unlawful restraints and mo- 
nopolies, and for other purposes,” 
approved October 15, 1914, as 
amended (U. S. C., title 15, sec. 18), 
and for other purposes. 


Be it enacted by the Senate and 
House of Representatives of the United 
States of America in Congress assem- 
bled, That section 2 of the Act entitled 
“An Act to supplement existing laws 
against unlawful restraints and mo- 
mopolies, and for other purposes,” 
approved October 15, 1914, as amended 
(U. S. C., title 15, sec. 18), is amended 
to read as follows: 

“Sec. 2. (a) That it shall be un- 
lawful for any person engaged in 
commerce, in the course of such com- 
merce, either directly or indirectly, to 
discriminate in price between different 
purchasers of commodities of like 
grade and quality, where either or 
any of the purchases involved in such 
discrimination are in commerce, where 
such commodities are sold for use, con- 
sumption, or resale within the United 
States or any Territory thereof or 
the District of Columbia or any in- 
sular possession or other place under 
the jurisdiction of the United States, 
and where the effect of such discrimi- 
nation may be substantially to lessen 
competition or tend to create a mo- 
nopoly in any line of commerce, or 
to injure, destroy, or prevent competi- 
tion with any person who either grants 
or knowingly receives the benefit of 
such discrimination, or with custom- 
ers of either of them: Provided, That 
nothing herein contained shall prevent 
differentials which make only due al- 
lowance for differences in the cost of 
manufacture, sale, or delivery result- 
ing from the differing methods or 
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Robinsen-Patman Law 


In view of, the widespread interest in this important 
measure, generally regarded as the most important 


legislation in recent years in its effect upon retailing, 
the complete text of the law is reproduced herewith. 


A legal interpretation of the measure by an attorney 
qualified to discuss its important implications, will 


appear in next week’s Recorder. 


The Capitol at Wash- 
ington, as seen from 
the new Supreme 


Court Building. 


quantities in which such commodities 
are to such purchasers sold or deliv- 
ered: Provided, however, That the 
Federal Trade Commission may, after 
due investigation and hearing to all 
interested parties, fix and establish 
quantity limits, and revise the same 
as it finds necessary, as to particular 
commodities or classes of commodities, 
where it finds that available purchas- 
ers in greater quantities are so few 
as to render differentials on account 


. thereof unjustly discriminatory or pro- 


motive of monopoly in any line of 
commerce; and the foregoing shall 
then not be construed to permit dif- 
ferentials based on differences in 
quantities greater than those so fixed 
and established: And provided fur- 
ther, That nothing herein contained 
shall prevent persons engaged in sell- 
ing goods, wares, or merchandise in 
commerce from selecting their own 
customers in bona fide transactions 
and not in restraint of trade: And 
provided further, That nothing herein 
contained shall prevent price changes 
from time to time where in response 
to changing conditions affecting the 
market for or the marketability of 
the goods concerned, such as but not 
limited to actual or imminent deterio- 
ration of perishable goods, obsolescence 
of seasonal goods, distress sales under 
court process, or sales in good faith 
in discontinuance of business in the 
goods concerned. 

“(b) Upon proof being made, at 
any hearing on a complaint under 
this section, that there has been dis- 
crimination in price or services or 
facilities furnished, the burden of 
rebutting the prima-facie case thus 
made by showing justification shall be 
upon the person charged with a viola- 
tion of this section, and unless justifi- 
cation shall be affirmatively shown, the 
Commission is authorized to issue an 


order terminating the discrimination: 
Provided, however, That nothing here- 
in contained shall prevent a seller 
rebutting the prima-facie case thus 
made by showing that his lower price 
or the furnishing of services or facili- 
ties to any purchaser or purchasers 
was made in good faith to meet an 
equally low price of a competitor, or 
the services or facilities furnished by 
a competitor. 

“(c) That it shall be unlawful for 
any person engaged in commerce, in 
the course of such commerce, to pay 
or grant, or to receive or accept, any- 
thing of value as a commission, bro- 
kerage, or other compensation, or any 
allowance or discount in lieu thereof, 
except for services rendered in con- 
nection with the sale or purchase of 
goods, wares, or merchandise, either 
to the other party to such transaction 
or to an agent, representative, or 
other intermediary therein where such 
intermediary is acting in fact for or 
in behalf, or is subject to the direct 
or indirect control, of any party to 
such transaction other than the per- 
son by whom such compensation is 
so granted or paid. ; 

“(d) That it shall be unlawful for 
any person engaged in commerce to 
pay or contract for the payment of 
anything of value to or for the benefit 
of a customer of such person in the 
course of such commerce as compen- 
sation or in consideration for any 
services or facilities furnished by or 
through such customer in connection 
with the processing, handling, sale, or 
offering for sale of any products or 
commodities manufactured, sold, or 
offered for sale by such persons, un- 
less such payment or consideration is 
available on proportionally equal terms 
to all other customers competing in 

[TURN TO PAGE 48, PLEASE] 





Left, The Claremont, No. 4718, Dark Brown Eskimo Calf. Right, The Suffield, No. 4714, Brown Luggage Calf. 


“These new styles are by 
far the smartest youve ever shown!’ 


ARMAN has set many records for outstanding style—but the new Frank Jarman 
Custom Shoes for Fall are by far the smartest you've ever shown and we are 
going to display them soon. This line has won hundreds of new customers for us 
this summer, and if our experience to date is any criterion ninety-five per cent of 
them will be repeaters. We have never had a line of shoes that brought us new 


business so fast.’’ 


Frank Bros. 


San Antonio, Texas 


a 
Prank farman € chews Shee +629 


JARMAN SHOE COMPANY, NASHVILLE, TENN. « Division of General Shoe Corporation. 


Starting Sept. 15, Jarman “Portraits in Harmony” will be broadcast full half-hour each week over NBC Coast-to-Coast Blue Network. 
Six new Packards FREE. 








Fashion-Bilt Shoes 


PY 
made of 
Amer’s King Kid 


.»:the Prestige Line of 
Littleway Arch Shoes! 


















Fashion-Bilt Shoes combine high style with comfort 
and beneficial health features... Built of highest 
quality leather (Amer’s renowned King Kid) by 
skilled shoe fashioners on lasts of healthful de- 
sign, Fashion-Bilt Shoes correct damaged feet 
and preserve normal ones. 
In the Fashion-Bilt large In-Stock selec- 
tion you find the styles which survive 








and flourish ... Show your customers 
_— Fashion-Bilt Shoes—the long profit $5.00 
retailers. 


SMART STYLES KEYED TO 
THE TREND OF FASHION 


5211 
Amer’s Black King Kid 


A very beautiful gypsy. Patent leather tip. 15/8 
leather heel. Also stocked in Brown Kid. 


2023 
Amer’s Black King Kid 
An exclusive design in Monk strap. Made with 
intricate lacings on the vamp. Black patent tip 
and tab. 16/8 built-up leather heel. 


2031 
Amer’s Black King Kid 
A fashicnable side-buckle shoe. Smartly corded 
and stitched in contrasting colors. Patent strap. 
Stocked on new short-coupled last. 16/8 built-up 
leather heel. 


Shoes illustrated are from the 
new Fashion-Bilt line made by— 


The Fashion-Bilt Shoe 
Manufacturing Co. 
Pontiac, Illinois 
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4115 
Amer’s Black King Kid 
Smart gore pump in corrective type . . . Patent 
tongue and bow ornament. Made on short-cou- 
pled round toe last. 15/8 covered Cuban heel. 


New catalog and price list, 
showing popular ‘In-Stock’ 


All stocked in AAA, AA, A, B, C, D, and EE styles, sent upon request. 


METATARSAL 


| WILLIAM AMER COMPANY 


| Philadelphia - - + + Established 1832 


CUSHION = =—«-_- LOCKSTITCH 
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A Service Station for Shoes 


actual foot deformity. But more fre- 
quently it is some minor cause, pos- 
sibly nothing more important than a 
corn ora bunion, that causes some de- 
gree of discomfort, even when a shoe 
of the right size is tried on the cus- 
tomer’s foot. Problems of this sort fall 
within the everyday experience of 
most shoe merchants and shoe fitters, 
and many a store meets them by fol- 
lowing the line of least resistance. 
The salesman explains that the shoe is 
new and reassures the customer with 
the statement that breaking in will 
ease the pressure. 

“We approach the problem from a 
somewhat different angle. We try to 
discover the exact foot condition and 
what interferes with the complete com- 
fort which we feel the customer 
should experience from a pair of shoes 
rightly fitted to her feet. It is just 
possible that ‘breaking in’ might re- 
lieve the situation, but we don’t care 
to run the risk. If it’s a simple matter, 
inserting a pad, to distribute the pres- 
sure, loosening up a seam or skiving 
the insole down at the right point to 
form a pocket and give the extra room 
needed may be all that’s required. 
Sometimes conditions call for more 
complicated adjustments. But in any 
event we feel that it’s up to us to 
make sure that the shoes fit comfort- 
ably before the customer leaves the 
store. Furthermore, we invite cus- 
tomers to return if they experience 
any trouble and a good many come 
back several times. We invite them to 
do this by letters sent to them about 
10 days after the purchase. This pol- 
icy creates confidence.” 

The “Service Station” of the Pidgeon 
store is a small room at the rear, di- 
rectly under the balcony where the 
offices are situated. It is equipped with 
benches, shoemakers’ tools and various 
machines and appliances used in the 
adjustment of shoes to the individual 
requirements of customers. Mr. Pid- 
geon formerly operated a complete re- 
pair department, but he has discon- 
tinued this branch of his business and 
the “Service Station” is devoted only 
to special shoe fitting work. These ad- 
justments are made, as required, by 
members of the regular sales staff 
who have been trained under Mr. Pid- 
geon’s supervision. He is a thorough- 
ly experienced shoe man, with a prac- 
tical factory background and now and 
then he takes a hand at a particularly 
difficult job. 

“All of this requires a lot of pa- 
tience,” Mr. Pidgeon continued, “for 
we figure that 90 per cent of our cus- 
tomers require some sort of individual 
shoe adjustments before the merchan- 
dise leaves the store in the first in- 
stance. Usually this first adjustment 
is all that is required. But some cus- 


[CONTINUED FROM PAGE 14] 


tomers are more difficult. A few wear 
down our patience to the breaking 
point, but we figure it’s up to us to 
serve even these trying and difficult 
customers to the best of our ability 
and give them the benefit of our knowl- 
edge and experience. 

“To a large extent, the good will 
and word-of-mouth advertising of 
some of these ‘problem’ customers has 
contributed to our success. It is liter- 
ally true that we have built this busi- 
ness with the discarded customers of 
other stores.” . 

The growth of the Pidgeon business, 
which, incidentally passed its all-time 
peak in volume of sales this last May 
and June, has been a steady and un- 
interrupted progress, achieved by fol- 
lowing out its established principles, 
with the results developing naturally 
because the principles were sound and 
right. Practically every customer with 
a foot problem who has come to the 
Pidgeon store has been referred there 
by some other customer. Somebody has 
told this man or woman that Pidgeon 
could fit shoes. Usually shoes pur- 
chased, with such adjustments as are 
made in them, prove so satisfactory 
that the customer has a new experience 
in foot comfort. Gradually the feet 
which may have been subjected to long 





Shoes That Made History 





Here are the shoes Jesse Owens, “world's 
fastest human," wore at Ann Arbor, Mich., 
May 28, when he broke three world's records 
and tied another, a'l on the same day; a feat 
never before equalled in the history of track. 

By means of its "Solidizing" process, the 
Bron-Shoe Co. of Columbus, Ohio, has con- 
verted the shoes into gold, preserving for pos- 
terity every wrinkle and detail just as they were 
worn. This is the same process used by this 
company for preserving baby shoes. 

Ohio State University presented one of the 
shoes to Owens, and kept the other for its 
trophy room. 











abuse from ill-fitting shoes, regain their 
natural and healthful condition be- 
cause the strain to which they had 
been subjected is removed. The time 
comes for another pair. By that time 
the feet are in such good condition 
that the customer begins to wonder 
if it’s really necessary to pay Pidgeon 
$10.50 or $11 for a pair of shoes when 
so many other people buy shoes for 
$5 or $6. So she is prompted to ex- 
periment and go _ elsewhere. But 
usually with disastrous results. And 
after that the customer returns for 
life. 

“Of course it costs us money to ren- 
der the sort of service we give our 
customers,” Mr. Pidgeon went on. “To 
begin with it slows dcwn our selling. 
We have trained our salespeople to 
follow the procedure we feel they should 
follow in the fitting of our shoes and 
in the making of individual shoe ad- 
justments. But if a high-powered 
floor manager of the ‘Get their money 
and ease-them-out’ variety came into 
our store, he’d say we were hopeless. 
Our men simply cannot handle the 
number of customers or sell the vol- 
ume of shoe under our system that the 
average shoe store or shoe department 
would expect of its salespeople. 

“The actual adjustments made in 
shoes cost something in time and ma- 
terials. All of this expense must come 
from somewhere. Part of it we might 
charge to business building, but not 
all. And we do not consider it the best 
policy to make a service charge on 
minor adjustments. Customers are 
likely to resent this, particularly the 
customer who comes back for repeated 
adjustments. The number of these is 
not large, but we want them to be satis- 
fied and to feel that they have been 
fairly treated. So experience has 
demonstrated to us that the best pro- 
cedure for the service type of store 
is to add some slight figure to the 
mark-up to take care of the service. 
How much, the individual store can 
determine on the basis of the amount 
and kind of service it is obliged to 
render.” 

The Pidgeon business has _ recently 
passed through an interesting stage 
in its development. For years the 
store was located on State Street in 
the “downtown” section of Rochester’s 
shopping district. Lately the trend of 
retail business has been moving up- 
town. For a time Mr. Pidgeon felt 
that his type of store could attract 
customers even against the tide that 
was running so strongly uptown, but 
eventually, when his lease expired, he 
was prompted to consider this angle 
carefully and determine whether it 
might not be that much easier if his 
store were located in the heart of the 

[TURN TO PAGE 38, PLEASE] 
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Sling at Sue 


1 RECOMMEND THESE THREE 






















They'ne roal Rn 
a a“ 








Roberta 


IN 
STOCK 







R1609 Patent Leather ....... $2.10 
R1623 Black Alligator ...... 2.10 
R1625 Brown Alligator ...... 2.10 
R1627 Black Suede, Calf Trim 2.10 
R1629 Brown Suede, Calf Trim 2.10 
R1631 Black Calfskin ....... 2.35 
R1633 Brown Calfskin ...... 2.35 
R4351 Blue Gondolier Cloth... 2.00 


63 Last, Square Toe, 13/8 Square 
Heel 


AAA to C Widths 


All Above Also Carried in High 
‘Heel, Square Toe 


AB aitlenaied 


IN 0 0:0 oO 





AAA to C Widths 


All Above Also Carried in High 
Heel, Square Toe 


Oo 0 OO: oa 


R2203 Black Suede, Lizard T 


BOP becneeeseccasas $2.10 
K2205 Brown Suede, Lizard T 

WEED. vcrececocescvis 2.10 
R2207 Patent Leather ........ 2.10 
R2209 Black Kid ............ 2.10 
R2211 Brown Kid ........... 2.10 
R2213 Black Lizard ......... 2.10 
R2215 Brown Lizard ........ 2.10 
63 Last, Square Toe, 13/8 Square 

Heel 


AAA to C Widths 
Black and Brown Kid and Black and 
Brown Suede Also Carried in High 
Heel, Square Toe 


Send for complete In-Stock Bulletin. 


Terms 2% 10 days, Net 30. F.0.B. 
Faetory 


HANNAHSONS - ““mass. 














from HANNAHSONS as 


R2251 Patent Leather ........ $2.10 

R2253 Black Lizard ......... 2.10 

R2255 Brown Lizard ......... 2.10 - 

R2257 Black Suede ........ 2.10 

R2259 Brown Suede ......... 2.10 

63 Last, Square Toe, 13/8 Square 
Heel 











BOOT AND SHOE RECORDER, August 8, 1936 


| Miore Equitable Sales 


Taxes Needed 


The retail merchant as a Tax 
Collector faces problems not 
commercially sound. 


POINTING out that a tax on sales, particularly retail 
sales, on account of the magnitude of totals available, 
provides a tempting source of revenue to legislators 
and invites widespread adoption, Col. Clarence O. 
Sherrill, president, American Retail Federation, de- 
clared there is a crying need for uniformity of assess- 
ment and practical methods of enforcement of such 
taxes. 

“Sales taxes of various forms are now in effect 
in more than 20 states,” he said, “but each tax law 
has been developed independently, the result being 
there is no uniformity of rate, no coordination of 
the classes of property subject to the tax, and above 
all, no uniform practical method of enforcement.” 

Retailers and consumers in general are opposed to 
sales taxes of any kind, on account of the burden 
of collection and inequality of assessment. There is 
a danger that the state legislatures will continue to 
be tempted into this form of taxation to meet emer- 
gency situations. 

“In some states the tax rate is as low as one-half 
of one per cent, with no possible means for retailers 
equitably to pass on the tax to the consumer,” he as- 
serted. “In others the rate is as high as three per 
cent, with mandatory or optional provisions for pass- - 
ing it on to the public. Adjacent states, which have 
fairly equivalent rates, have generally paid little at- 
tention to this most important feature of the justice 
to retailers who, after all, are doing a great public 
service in acting as collectors of these taxes and pay- 
ing the proceeds into state treasuries.” 

A study of the various sales-tax laws and the ex- 
emptions, recently made by the American Retail Fed- 
eration, Colonel Sherrill said, reveals a complete lack 
of uniformity as to sales on which the tax is collected. 
He pointed out that, for instance, in West Virginia 
under its 2 per cent law the tax on a 6c purchase is 
at the rate of 162/3 per cent, whereas a dollar pur- 
chase is taxed exactly 2 per cent. The smaller the 
purchase the higher the actual tax rate. Similar ab- 
surdities exist in all the other state laws. 


“In order to conform to the federal law most states 
having sales taxes specifically exempt sales which in- 
volve interstate commerce,” he said, “but in Arizona 
such :an exemption is not mentioned. 

“West Virginia taxes sales to the federal govern- 
ment and its agencies, and Arkansas taxes everything 
Uncle Sam buys except telephone service. 
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“California, Illinois, Washington, Indiana and West 
Virginia impose a tax on sales to the state itself. All 
other states except Arkansas and Arizona exempt such 
transactions. In those two states no specific exemption 
is stated in the laws. , 

“Sales made by charitable and religious institutions 
are exempted in most of the states. The exceptions 
are Colorado, Illinois and Ohio; and California, Iowa, 
North Dakota, South Dakota, in which they are taxed 
under certain conditions. 

“The manifest unfairness of taxing charge or credit 
sales that have not yet been paid has been overlooked 
by the makers of the laws in California, Colorado, 
Idaho, Michigan, Ohio, Oklahoma, West Virginia, 
Wyoming, and in two or three other states which tax 
them under special circumstances. 


“The specific commodity exemptions in the various 
laws. are of real importance not only in determining 
the effect of the law as a revenue producer, but also 
in determining the status of the various commodities 
under the law and in their effect on competition among 
the retailers in adjacent states. 

“Wide variations characterize the lists of exemptions 
in each state. In general, however, they may be 
classified in groups. Materials for farming such as 


feeds and seeds, are exempted, particularly in agri- 


cultural states. In many states necessities of life such 
as flour, meat, and other food products have been ex- 
empted. Several states exempt school books sold by 
non-profit organizations or when the sales price is 
fixed by the state. Other states exempt items, such as 
gasoline and cigarettes, on which some other form of 
taxation has been imposed. Isolated cases show that 
strong forces within the state have operated to gain 
exemptions such as cotton and cotton seed in Arkansas, 
gold bullion in California, cotton in Mississippi, 
and so on. 

“Sales of newspapers. are exempt in Colorado, Michi- 
gan, North Dakota, Ohio, Oklahoma, South Dakota, 
and Washington. Cigarette papers, as well as ciga- 
rettes, are specifically exempted in Utah.” 

In the opinion of Colonel Sherrill many legislators 
and government executives still think that they can 
force retailers to pay ‘this tax without having it fall 
at all on the consumer, but he expressed the belief 
that they are learning by experience that the public 
must pay this tax and are beginning to realize that 
a simple mandatory method of passing on the tax to 
the public should be adopted that is fair to consumer 
and retailer. 

“Since retailers shoulder the burden of collection 
and know the dissatisfaction of the public to paying 
such taxes,” Colonel Sherrill declared, “in states where 
conditions make sales taxes inevitable retailers should 
help formulate the laws by joining forces with con- 
sumers on this mutual problem and presenting their 
collective views to legislators. This can best be done 
through strong state retail associations.” 
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Inventories 


And how? One sure answer: Ship by 
Railway Express. With this fast, de- 
pendable service at your elbow, you 
can keep retail stocks strictly up-to- 
the-minute, but held down sometimes 
to almost daily needs. In many locali- 
ties Railway Express can make deliv- 
eries overnight, and with Air Express 
at your call—2500 miles overnight — 
you can astonish your most distant 
customers tomorrow with the newest 
shoe styles of today. © Modern mer- 
chandising in a big way —and made 
possible only by Railway Express. 
For we're nation-wide, and move fast 
and sure. Pick-up by motor truck on 
phone call, forwarding at passenger 
train speed, delivery prompt and 
quick. There’s no delay, no side-track- 
ing, and to make sureness doubly 
sure, Railway Express gives a receipt, 
signed, on pick-up, and takes one, 
signed by the consignee on delivery, 
proving arrival safe and in good con- 
dition. © For this dependable, busi- 
ness-like service, phone the nearest 
Railway Express office. 


RAILWAY 
EXPRESS 


AGENCY, INC. 






LOW! 


NATION-WIDE RAIL-AIR SERVICE 
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FOOT 
HEALTH 


The Base of all Shoes 
is Really 


the Innersole 


Why? 

Because it is the 
weight point of contact with 
the foot. Foot acids from the 
pores do their greatest damage 
through friction and body-heat 
on a grained surface. Absorp- 
tion, then drying, then the un- 
comfortable bulges and crack- 


ing! 

GENUINE NEWFLEX 
PICSKIN INNERSOLES are so 
tanned that these foot acids 
are absorbed and act as a mel- 
lowing agent, the innersole re- 
maining smooth, porous and pli- 
~ og through the life of the 


SPECIFY 


GENUINE NEWFLEX PIGSKIN 
INNERSOLES for your FOOT 
HEALTH promotion, and urze 
your customers to note their ad- 
vantages. 





INNERS OLES 
COUNTERS 


WELTIN® 





© o O 


EDGAR S- KIEFE 


TANNING COMPANY 


Tanneries Grand Rapids, Michigan 
be 223 West Lake Street 


e 
re Fee, sSece tet. imarty Ta0e 
Write ll Newflex Pigskin 

samples and convince yourself. 
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Good Buyers Make Good 
Business 


[CONTINUED FROM PAGE 21] 


changeable buyer would not be an 
attractive account for the lines with 
the best propositions to offer. 

If I were a shoe buyer, I would want 
to have a good reputation among the 
people who call on me. You say, “What 
difference does that make?” In the 
first place, regardiess of whether it 
makes any difference or not, I would 
like for everyone to have a favorable 
impression of me. But more than that, 
it’s good business. It means getting the 
most favorable attention at all times. 
It means being informed on any un- 
usual ideas or possibilities that might 
develop that the salesman who calls 
on me might know about. It means a 
pleasant relationship, and, after all, 
that’s a big part of business. 

I would not want to have such a 
reputation that the salesmen felt that 
they could impose upon my time and 
good nature. I would not want to have 
the reputation of being an easy buyer. 
I would want to have the reputation 
of being a well-informed buyer, of 
knowing what I should have, what the 
market calls for, and insisting on 
getting it. I would want to be known 
as fair and square, buying strictly 
on the merits of the product. I would 
want to have the reputation of giving 
every man a chance to show his propo- 
sition and tell his story briefly, know- 
ing that it will receive fair considera- 
tion. I would want to have the 
reputation of being pleasant to every- 
one I saw, and yet being reserved 
enough so that the salesmen who call 


on me would not become too intimate, 
thus making it difficult for me to do 
business on a proper basis. I would 
want to be known as a man who is 
willing to listen to worthwhile in- 
formation, but who ‘has no time to 
waste. I would want to be known as 
a man who is open to ideas and sug- 
gestions about my store, but who 
doesn’t respond to flattery. 

As a buyer, I would like to be in- 
formed as to the character of the 
salesmen who call on me. I would 
want to know how much confidence 
I could put in them, how far I could 
accept their advice, whether they 
really have my interests at heart, or 
whether they are looking out only 
for themselves. To those men I could 
have confidence in, I would like to 
work with them as closely as possible 
in my buying, accepting their guidance 
and judgment. To the other kind, if 
their lines were so good that I had 
to buy from them, I would watch 
them like a hawk. 

Most buyers have other duties be- 
sides buying shoes. It’s difficult to 
do all the things that he knows he 
should do in just the way they should 
be done. He can’t accept another 
man’s ideas without adjusting them 
to his own situation. There are cer- 
tainly other vital points about buying 
that are not covered here, but it’s an 
interesting subject, and a fruitful sub- 
ject for study. Good buyers are the 
key to the success of many shoe busi- 
nesses. 





A Service Station for Shoes 
[CONTINUED FROM PAGE 35] 


newer shopping district. Bill Pidgeon 
believes in progress, so he made the 
move. It cost him real money to fur- 
nish and equip his new store. But the 
first year, he showed a gratifying in- 
crease in volume, and, what was more 
significant, his carefully kept records 
showed more than 5000 new customers 
had bought shoes in his store. 

“All this may look hard and difficult 
on the surface of it,” says Mr. Pidgeon. 
“But it really isn’t so difficult. Doing 
these things and training the sales- 
force is an easy job, when a place to 
work and the necessary tools and 
equipment are provided. The clerks 
are only too happy to do the work, as it 
actually makes sales and adds perma- 


‘nent customers. In some stores, all 


this is just Greek, but for those aspir- 
ing actually to build, it is the Gospel. 

“This sort of thing soon: makes a 
store outstanding in its community and 


builds up a reputation that will stand 
the test of time. 

“It is easy if one has the vision and 
the desire to build on a solid founda- 
tion. 

“It is not expensive, as measured by 
results. 

“It becomes a permanent part of 
your business once you establish it. 

“Many good stores have already 
started, in some measure, to do this 
sort of thing. It is my firm conviction 
that more will follow.” 


Rudolph F. Kortebein 


MitwavuKeeE, Wis—Rudolph F. 
Kortebein, 64, a salesman for the A. L. 
Gebhardt Co., tanners and wholesale 
leather firm, for 28 years until his re- 
tirement in 1925, died July 30 at his 
home here. He is survived by two sons, 
Rudolph J., and Arthur J., seven 
grandchildren, three sisters and a 
brother. 
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Shoe Views 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, AUGUST 8, 1936 





NATIONAL NEWS 








Tanneries Report Good Business 








Leather Firms Operating on Level 20 Per Cent Above Last Year— 
Allied Company Gets Russian Contract 


WILMINGTON, July 30 — Leather 
firms in this city are enjoying un- 
precedented business activities, 20 per 
cent greater this year than last and 
on the highest level since the depres- 
sion. Local leather authorities expect 
this situation to continue for a long 
time, due to changes in shoe styles, 
with smooth leathers figuring an im- 
portant factor in the production of 
factories here. 

Credence to this opinion was given 
through a statement made yesterday 
by Benjamin Simons, of Boston, trea- 
surer of the Allied Kid Company. 
Mr. Simons, here for a board of 
directors meeting of the company with 
which he is affiliated, had his state- 
ment confirmed by other members of 
his organization, which include the 
Allied Kid Company, Amalgamated 
Leather Companies, Delaware Leather 
Company, Baedenkopf Leather Com- 
pany and the Youngco Leather Com- 
pany. All- Wilmington factories were 
working at from 60 to 75 per cent of 
their capacity, it was estimated. 

A change in the style of women’s 
shoes, Mr. Simon stated, is one of 
the chief factors which will enter into 
keeping the leather factories here busy. 
He explained that there is a definite 
trend back to glazed kid and Wilming- 
ton is one of the leading glazed kid 
producing centers of the country. With 
this change in shoe fashions, the Wil- 
mington plants will benefit materially, 
at least in maintaining its present 
output. 

The four Wilmington factories of 
the Allied Kid Company are working 
on an average of two-thirds capacity 
at this time and, taking into consider- 
ation enlargement of their facilities 
here since 1928 and 1929, are actually 
producing finished leather in somewhat 
greater quantities than in those more 
prosperous years, when they were 
working an average of 90 per cent 
capacity. 

Mr. Simon only recently returned 
from Russia, after obtaining a con- 
tract to supply the Russian govern- 
ment with finished skins of the higher 
grades for use in making shoes. Most 


of the order in which all Wilmington 
plants of the company shared, together 
with plants in Philadelphia and Cam- 
den, N. J,, have been shipped in the 
last two weeks and the remainder will 
be shipped next week. 

As to the order -in general, Mr. 
Simon would not specify or classify 





June Production Tops 
1935 Figure 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS. OTHER THAN RUBBER 
MILLIONS OF eune,1ees 
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Washington, D. C.—Shoe production during 
June, 1936, shows a decrease of 3.7 per cent 
from its preceding month, May, but an in- 
crease of 5.5 per cent from its corresponding 
month in 1935, according to the latest figures 
just released by the Bureau of the Census, 
Department of Commerce. 

Production of footwear, other than rubber, 
in factories reporting for the month, reached 
a total of 28,718,594 pairs, a decrease of 
1,088,018 pairs from May, 1936, but an increase 
of 1,485,082 pairs from June, 1935. 

An, increase of 1.2 per cent or 2,211,272 
pairs, was shown in the comparison between 
production figures in the period from January 
to June, inclusive, in 1936, over the same 
period in 1935. This is a much better showing 
than was indicated by the figures released for 
— 1936, when a decline of 0.2 per cent was 
noted. 


it as a large or unusual one, but said 
that he hoped it would be the fore- 
runner of an expansion of export busi- 
ness for the leather companies of the 
country. He knew of no future sales 


to Russia pending. The order, he 
said, was given as a rush order, but 
the reason for the haste was not im- 
parted to him. 

While Mr. Simons foresaw contin- 
ued activity in the leather business 
here, he made no prediction as to any 
great need for extra help, feeling 
that the present two-thirds capacity 
rate will be maintained for sometime. 





Frank McLaughlin to Merchandise 
Wanamaker North Building 


New York—F rank McLaughlin, who 
the early part of this year, joined John 
Wanamaker as buyer of women’s and 
children’s shoes and merchandise man- 
ager of their children’s departments, 
has been appointed merchandise man- 





FRANK McLAUGHLIN 


ager for the entire North Building of 
the Wanamaker store. 

Previous to his joining John Wana- 
maker, Mr. McLaughlin was shoe buyer 
at Abercrombie & Fitch for three years. 

R. J. Brickett will assist Mr. Mc- 
Laughlin as buyer of shoes in the 
women’s and children’s shoe depart- 
ments. 


Edward J. Haase 


OsHKOSH, Wis.—Edward J. Haase, 
44, secretary-treasurer of the O. A. 
Haase Shoe Co., operators of retail 
stores in Oshkosh, Marinette, Ripon 
and Beaver Dam, died July 26 at his 
home in this city. Mr. Haase took 
over the position he held at the time 
of his death when his father, Otto A. 
Haase died in 1919. 
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FOOT-LIFE 


(TRADE MARK) 


THE PERFECT 
ATTACHMENT 


In less than a minute, you can embody 
corrective —s: in any alt of of fashion- 
able shoes, with the + FOOT- 
LIFE support, which gives abe balance 
to the Metatarsal, Arch, and Heel. 
FOOT-LIFE is a scientifically constructed 
support based on a new principle, has no 
metal; weighs less than 2 ounce. 

Order a trial = sol gag wien” ite oy yard totes, 
or write us $6.00 

pairs. Retail a $1.00 pair. 


FOOT-LIFE company 
1265 Broadway, N. Y., N. Y. 


“PUTS PEP IN EVERY STEP” 











Shoe Trends in Chicago 


Cuicaco—Three shoe departments of 
Marshall Field and Co. report varying 
trends in looking back upon Summer 
sales and forecasting Fall demands. 

There was an unusual demand for 
black-and-whites in the $12.00 class, 
while white shoes predominated in the 
$7.50 and $8.50 classes, according to 
C. S. Campbell, buyer of men’s shoes. 
A new style ventilated shoe with 
through perforations sold exceptionally 
well in the black and brown color 
styles. Mexican peon sandals, in both 
the “Gaucho” and “Huaraches” styles, 
were decidedly popular for both beach 
and house wear. 

In the women’s shoe department 
“whites” led all sales with buckskin 
and fabric predominating. By means 
of new style and pattern changes, kid 
will make a comeback, thinks W. T. 
Kelly, buyer of women’s shoes. There 
is still a good demand for the 16/8 to 
18/8 Cuban heels in Chicago. This is 
a carryover from the Century of Prog- 
ress days, when women became low- 
heel conscious and wore shoes for com- 
fort rather than dress. Fall will be a 
heavy suede season, with about 80 per 
cent of the sales being in that type of 

¢,, High-riding patterns in the ap- 
parel matched shoes will be featured. 
Already a decided blue influence is be- 
ing noticed in late Summer sales. 

’ Mr. J. H. Brandenberg, basement 
buyer of men’s shoes, reported consid- 
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Fits Four Generations of Family 
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Justin Pagel, son of the founder of S. Pagel & Son, fitting four generations of the White 
family with shoes on the recent anniversary of the stores opening 56 years ago. D. H. White, 
great-grandfather of the youngest member of this family, was the store's first customer on 


its opening day.. 





NoRRISTOWN, Pa.—The shoe store of 
S. Pagel & Son of this city, has a rec- 
ord of which it can be justly proud. 
On the recent anniversary of their 
opening 56 years ago, Justin Pagel, son 
of the late founder of the store, fitted 
with shoes, four successive generations 


-of the family of D. H. White who was 


the first customer to purchase a pair of 
shoes on the store’s opening day. 

Mr. White, who recently celebrated 
his 74th birthday, recalls the first shoes 
which he purchased in this store. They 
were the latest thing in those days, 
being a pointed toe dress model with 
floral embroidered, high cloth tops and 





buttoned to the top with pearl buttons. 
During the 56 years of the store’s 


-existence, Mr. White has been a con- 


stant customer of the store and on this 
anniversary he brought his son, grand- 
daughter and great-granddaughter to 
the store, all to be fitted with new 
shoes. 

S. Pagel & Son has been in the same 
location since it was opened by the 
present owner’s father, at 44 East 
Main Street, and is one of three estab- 
lishments of this city which has a rec- 
ord of over 50 years’ business in the 
same location, though with greatly mod- 
ernized buildings and equipment. 





erable success with a new fully pneu- 
matic shoe named “Airfilm”. He is 
keeping an index file of customers and 
is going to check repeat business on 
this style shoe. As an innovation in 
suede styles, Mr. Brandenberg is in- 
stalling two rough nap suedes nick- 
named “Scotties” and “Airedales”. He 
hopes that these styles will go better 
than the ski-type shoe, designed for 
young men, that fell so flat. in the 
Spring season. 





Upswing Noted in Lynn Business 


LYNN, Mass.—A decided upswing in 
business developed here as manufac- 
turers moved along with August pro- 
duction, the shoe shops increasing their 
output strong, and the leather and’ sup- 
plies firms running briskly so as to 
keep up with orders. 

Some of the leather and supplies 
firms, including the machinery and 
equipment firms, have a larger volume 
of orders on hand than for any time 
since 1929. 


Jacobs’ Store Adds 
New Department 


Forest City, Ilowa—A room at the 
R. R. Jacobs store is being remodeled 
for a new shoe department to be named 
“The Shoe Box.” The department is to 
be stocked with a complete line of 
ladies’ and children’s shoes and will be 
under the management of Richard Bax- 
ter, an experienced shoe man from 
Mason City, Iowa. Plans are for a 
formal opening of “The Shoe Box” on 
August 15. 





Luman Shoe Co. Sold 


Detroit, MicH.—The Luman Shoe 
i ay gH Pesca teary a few 
months ago npn 
Market, has been taken ov si 
Michelman from Mr. Luman, who 
founded the company. The store is 
continuing to carry a line of popular 
prices shoes, and plans to expand the 
stock shortly. 
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Richard Stix Reports 
Gratifying Sales Increase 


CINCINNATI.—One of the most elab- 
orate newspaper campaigns ever under- 
taken by a shoe manufacturer is being 
planned for Fall by Stix, Altman & 
Weiner, Incorporated, Cincinnati, in co- 
operation with their dealers handling 
Stylizer Shoes. More than 200 news- 
papers with a total circulation of ap- 
proximately 23,000,000 readers will 
carry Stylizer “Manikin Model” copy. 
The list includes publications ranging 
in size from the New York dailies down 
to the strong country weeklies. Shoe 
dealers and department stores through- 
cut the country are participating in the 
campaign. Gimbel of New York, Man- 
del Brothers of Chicago and Hale’s of 
San Francisco are among the larger 
retailers over whose names the Stylizer 
advertising will appear. 

Richard Stix of Stix, Altman & 
Weiner, Incorporated, announces that 
the first six months of 1936 have been 
the best in the company’s history and 
predicts that the remainder of the year 
will set a sales record far beyond any 
previous period. He states that over 
90 new Stylizer accounts were opened 
in July. 

On page 51 of the July 18 issue of 
Boot AND SHOE RECORDER a news item 
was published announcing the fact that 
Mac Johns will represent Stix, Altman 
& Weiner in Indiana, Illinois and 
Michigan. Through an error the head- 
line of this item referred to a former 
connection of Mr. Johns. The headline 
should have read “Mac Johns with Stix, 
Altman & Weiner.” 


New Roland Shoe Department 


SPRINGFIELD, ILL.—Smartly designed 
and equipped to offer a complete foot- 
wear service to women, W. H. Roland’s 
new shoe department was opened Sat- 
urday, August 1. Located on the third 
floor, the new shoe salon is one of the 
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most beautiful and luxurious depart- 
ments in the store. 

The large and complete stock of 
shoes is invisible, but there are shadow 
display boxes which show the latest 
styles in footwear. The department is 
richly carpeted and furnished with 
overstuffed settees and chairs, a sharp 
contrast to the old accepted ideas of 
how a shoe department should appear. 

Modern lighting effects have been 
provided to set off the other equipment. 
Roland Evans, who has been with the 
W. H. Roland store for several years, 
will manage the new Roland shoe de- 
partment. 





Japanese Olympic Runners 
Introduce New Shoe 


The Japanese Marathon runners taking part 
in this year's Olympic Games, introduced 
quite a new fashion by the strange shape of 
their spikes: The front part of the shoes was 
divided between the toes so that the great 
toe has a nice separate compartment of the 
shoe while the four other ones remain together 
in the usual fashion. This division is said to 
have the advantage that the great toe and 
the other toe do not rub each other and that 
wounds hitherto regularly occurring in the 
Marathon run, are avoided in this way. As 
this appears to be a really practical novelty, 
shoe manufacturers now consider the intro- 
duction of such "foot mittens" for other pur- 
poses, too, such as wandering, mountaineering, 
skiing, etc. - 


Herzfeld With Western States 


Los ANGELES, CALIF.—L. M. Herzfeld 
is now general manager of the Western 
States Shoe Co. He is working with 
Mr. Weber in building up the organiza- 
tion to new efficiency. Mr. Herzfeld 
brings a wealth of practical shoe manu- 
facturing experience having recently 
resigned from the Feder-Gregg Shoe 
Co., in Cincinnati. Previously he was 
connected with the Florsheim Shoe Co. 
and the Red Cross Shoe Co. as factory 
executive in each case. 





Good Attendance at 
Detroit Shoe Display 


DETROIT, MicH.—The opening of the 
weekly Monday shoe display by 16 shoe 
company representatives at the Hotel 
Statler this week was exceptionally well 
attended by both Detroit and upstate 
shoemen. Over one hundred and fifty 
buyers from various shoe stores were 
present, some 30 from out of the city, 
from as far as 250 miles. 

Buying was very active in all sample 
rooms. Activity continued throughout 
the afternoon, and many merchants re- 
ported themselves as very well pleased 
with the new Display Center, while the 
shoe company representatives were well 
satisfied. S. Kane, representative of 
the Bates Shoe Company, for instance, 
reported opening several new accounts 
for shoe stores he had never contacted 
before. 

Total buying was estimated as about 
$20,000, on the basis of reports from 
the various representatives. 

The BooT AND SHOE RECORDER was 
asked to notify shoemen that the new 
Display Center will be closed on Au- 
gust 10, because of previous arrange- 
ments made by the Statler Hotel before 
the lease for the Center was signed. 

The Wohl Shoe Company of St. Louis 
and the Central Shoe Company of St. 
Louis have been added to the 16 shoe 
companies who originally opened the 
Center last week, making a total of 18. 


Richard Milton Advertising 
Manager for Musebeck 


DANVILLE, ILL.—Richard Milton, for- 
merly editor of Specialty Salesman 
Magazine, has beeome advertising man- 
ager of Musebeck Shoe Co., Danville, 
Ill., maker of Health Spot Shoes. He 
was at one time with Ruthrauff & Ryan 
and with Campbell-Ewald. 





ENGLAND 
CUT SOLES and SOLE LEATHER 
LTON DIVISION * A. C. LAWRENCE LEATHER CO - 


ENGLAND 


WALTON 


“Sorted by Fibre” 
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Riding Boots 











ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 











LARGEST FLOOR STOCK 


Kinkade! 


Omoha, Nebraska 
Exelusive Manufacturers 
Catalog on Request 
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TAP 
DANCE 
SHOES 
e 
In 
Stock 
Misses’ $1.45 


— Owens SHOE Co. == 
— 28 Goodhue St., Salem, Mass. ——_ 








Feltman & Curme Store in 
Remodeling Program 


SEATTLE, WASH.—First series of ex- 
tensive alterations to transform Felt- 
man & Curme’s store at 208-210 Pike 
Street into one of the most beautiful 
shoe stores of the entire West has al- 
ready started. Workmen cause no in- 
terruption to the steady business of the 
store which is in the throes of a mighty 
remodeling program for Pike Street, 
as well as in the midst of its biggest 
sales event in history. 
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New Footwear Firm Formed 
in Los Angeles 


Los ANGELES, 
CaLir. — Walther 
Loewendahl and his 
son, Walther Loe- 
wendahl, 2nd, who 
last month made 
Los Angeles their 
permanent resi- 
dence, announce 
the formation of a 
new concern to be 
known as the Wal- 
ther Loewendahl 
Industries, Ine. 
This company will 
have its headquarters at Suite 602-606, 
the Forrester Building, 640 South 
Broadway, Los Angeles. 

Mr. Loewendahl came to the Coast 
for the purpose of expanding the ac- 
tivities of Tupper, Inc., and their af- 
filiated concerns, Solease Footwear, 
Inc., and Middletown Footwear, Inc. 
However, he was 
so impressed with 
the prospects for 
a new type of shoe 
business that he 
immediately set 
out to form this 
company to carry 
out his ideas. The 
purpose of this 
new company will 
be to render a ser- 
vice to retailers 
with footwear es- 
pecially designed 

sna ~ Wiseman for the Western 

territory. Mr. Loe- 

wendahl will have a large staff of 

capable salesmen to bring to retailers 

from Denver, West, footwear especially 
designed for their needs. 

A most elaborate sales office has been 
erected where retailers will always be 
welcome to see the latest styles for 
the market. In addition to Tupper, 
Inc., and their affiliated concerns, the 
products of nine outstanding manufac- 
turers will be distributed by Walther 
Loewendahl Industries, Inc. 

Mr. Loewendahl will have as his as- 
sistant in the new company his son, 
Walther Loewendahl, 2nd, who at the 
age of 16 is the world’s youngest full 
fledged shoe manufacturer and who for 
the past two years has been right- 
hand man to Arthur Tupper of Tupper, 
Inc., New York. 





Walter Loewendahl 


The new firm adopts as its slogan 


“East Meets West.” 





Moves to Larger Quarters 


West Hartrorp, Conn.—F. L. Car- 
son of Carlson’s Foot Comfort Shop, 
has moved his store to new and larger 
ware at 982 Farmington Avenue, 

ere. 

In addition to his regular line, Mr. 
Carlson has opened a new department 
under the direction of Walter T. Fish, 
in which a complete line of shoes for 
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men, women and children will be fea- 
tured. 

To accommodate out-of-town custom- 
ers, Mr. Carlson is remaining open on 
Thursday and Saturday evenings. 





New Management for 
Mathes Store 


DETROIT, MicH.—A change of man- 
agement was made recently at the 
Reel’s Smart Shoe Store, operated by 
the Mathes Shoe Store Company, 1420 
Woodward Avenue. The store, a major 
downtown shop, has been placed under 
the management of Herman Siegel, suc- 
ceeding Robert Sumner, who was with 
the store here for over two years. 

Mr. Siegel was formerly with the 
Mathes company in Chicago, and has 
managed numerous stores for them, 
having a reputation as a first-class 
business builder. He has appointed as 
assistant, Lewis Silver, who comes from 
the Baker’s Shoe Store, and was for- 
merly assistant manager at the A. S. 
Beck Shoe Store, Grand River and Joy 
Roads. Mr. Silver brings with him a 
reputation among local shoemen as “one 
of the best salesmen in town.” 

A new store operating policy is to 
be inaugurated in the store under the 
new management. Some changes are 
being made in the sales staff as well. 
Commenting on prospects for business, 
Siegel told the RECORDER correspondent : 

“Detroit looks to me like the best 
city for shoe sales in the Midwest, and 
we expect to make this Fall a record 
breaking season. We are preparing 
now, with stock and sales plans. Com- 
ing to Detroit from Chicago, conditions 
in the industry look very rosy here, 
by comparison.” 





LEATHER OPENING AND 
STYLE CONFERENCE 


New York—The Official Opening of Ameri- 
can Leathers, which will be held at the Waldorf- 
Astoria, New York, September |4 and 15, is 
the eighteenth cooperative display by mem- 
bers of the Tanne:s' Council of America. Sixty- 
three tanners will display their lines for Spring 
and Summer, 1937. 

The Style Conference which is sponsored 
jointly by the National Shoe Retailers Associa- 
tion and the Tanners' Council of America is 
scheduled for September |5th. The program 
will be under the direction of Lee Langston, 
manager of the National Shoe Retailers Asso- 
ciation. 





Spotlight Display Windows 
PitTssuRGH, Pa.—Ritter and Mor- 
rison, well-known retail store in 
the downtown district, just remodeled 
its display windows, blackening all but 
the centers for more attractive dis- 
plays. With only a few pairs of shoes 
exhibited at a time, they attract more 
attention and stand out singularly. 
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Shoe Department to 
Be Renovated 


CHARLESTON, S. C.— Matthew W. 
Condon, manager of the shoe depart- 
ment of Condon’s Department store, 
has announced that a $3,000 renova- 
tion program will be completed about 
the middle of August. This shoe store 
is the largest in Charleston and is be- 
lieved to be the biggest in South Caro- 
lina. 

The 48th anniversary of the depart- 
ment store, the 25th of the shoe de- 
partment, will be observed shortly 
after Labor Day. A special section of 
about ten pages will be printed in The 
Charleston Evening Post and The News 
and Courier for the occasion. An “Up- 
side-Down-Clearance-Sale” is now in 
progress in the shoe store, so that new 
styles can be added in large numbers 
after August 15. 

Under the new arrangement, the 
budget shoe shop will be on the first 
floor, offering popular-priced footwear. 
The shoe salon, for higher-priced 
goods, will be on the second floor, the 
street end of the second floor will be 
devoted to juveniles and the back part 
of the first floor to men. 

Mr. Condon, who recently returned 
from markets in Cincinnati and along 
the East coast, says that he is putting 
in a second “X-ray” machiné to aid in 
fitting. This machine often is used as 
a “clincher” in selling hesitant custom- 
ers, he explained. 

High shelves between the shoe de- 
partment and the remainder of the 
store will be cut down, so the customer 
will be able to see across a frontage 
of 90 feet. The new shelving will have 
a neutral biege background, with a 
trimming of burgundy and silver. New 
chairs and rugs will be installed and 
the nine windows redecorated. 


Reports Fine Outlook for Fall 


DENVER, CoL.— Joseph H. Wolack, 
who for the past nine months has been 
connected with the Golden Eagle Dry 
Goods Company, here, where he is do- 
ing an outstanding job as buyer and 
manager of the men’s, women’s and 
children’s shoe departments, reports 
a good outlook for the Fall selling 
season. 

“Business conditions here in Den- 
ver,” he says, “have been excellent. We 
have had a most successful Spring and 
Summer season and the outlook for a 
more successful Fall and Winter sea- 
son is particularly bright.” 

“For early Fall selling we expect 
to play up suedes very big and push 
them vigorously. As for patterns, we 
are going in very strongly for the 
high-waisted types, shorter vamps and 
square toes, which here in Denver we 
expect to be very much in demand.” 

“We feel that this season more than 
ever, women will go into the spectator 
and street sports types as they will no 
doubt seek relief from wearing open 
Summer sandals which naturally have 
made their feet more tender.” 


1936 


FOR GRO WING FEET 














REG. U. S. PAT. OFF. 


TWINS SHOE 


KEWPIE 


SEAL TIP SHOES AND OXFORDS 


No. 106—Black Elk with Genuine Black Seal Tip, 
Blucher Shoe, Damproof Soles 


No. 107—Brown Elk with Genuine Brown Seal 
Tip, Blucher Shoe, Damproof Soles 


No. 126—Same as No. 106 in a Blucher Oxford 
No. 127—Same as No. 107 in a Blucher Oxford 
8',/12 A-B-C-D Spring Heel Price $1.70 
12'/2/3 AA-A-B-C-D 7% Heel Price $2.00 


Write for Catalogue 


FINE GOODYEAR WELTS EXCLUSIVELY 


THE JUVENILE | SHOE CORPORATION 


CENTRAL TERMINAL BLDG., 710 NO. 12th BLVD., ST. LOUIS, MO. 





Mr. Wolack previously had been con- 
nected with the May Company in Den- 
ver for a number of years, as assistant 
buyer in the women’s and children’s 
shoe departments before his appoint- 
ment as buyer in the Golden Eagle Dry 
Goods Company. 





Sounds in the Service 
of Shoe-Selling 


In the streets of Berlin, there is to be seen 
an advertising van hired by the Shoemakers’ 
Guild, which, by gramophone records and 
megaphone, points out the necessity of buying 
new shoes to all passers-by with arguments 
adapted to the season and more or less well- 
rhymed verses between pieces of music. This 
form as well as other forms of collective ad- 
vertising have given very satisfactory results. 





Arenson Manages Kline's 
Shoe Department 


MUSKEGON, MicH.—Arthur N. Aren- 
son, formerly with the A. S. Beck Shoe 
Company in Flushing, N. Y., and more 
recently with the Wise Shoe Company 
at 384 Fifth Avenue, N. Y., has been 
appointed manager of the shoe depart- 
ment of Kline’s Department Store in 
this city. 

In 1930 Mr. Arenson was connected 
with Walker’s Department Store in Los 
Angeles, Calif. After joining Kline’s, 
he was sent to their store in Youngs- 
town, Ohio, for two weeks to study their 


methods of operation. He was ap- 
pointed manager of their Muskegon 
store the early part of last month. 


Returns From Around the World 


CAMBRIDGE, MAss.—Henry L. Gil- 
bert, Jr., of Dewey and Almy Chemical 
Company, has just returned to the 
Cambridge office from an eight months’ 
trip around the world in the interests 
of the company. The most important 
accomplishment of his trip was the or- 
ganization of the company’s new fac- 
tory and sales office at Melbourne, Aus- 
tralia. 

Mr. Gilbert, who is executive assis- 
tant to Mr. Almy, vice-president of the 
company, also paid extended visits to 
the Dewey and Almy factory and 
branches in Naples, Paris, and London, 
and therefore brings back to his com- 
pany first-hand reports of the latest 
developments in the industry in Eng- 
land and on the continent as well. 


Westbury Shoe Stock 
Damaged by Fire 


Iowa FA.L_s, Iowa—A fire that orig- 
inated in a nearby beauty shop and 
spread to the building housing the 
Westbury Shoe Store, completely con- 
sumed the upper part of the building 
and the Westbury shoe stock was so 
badly damaged by smoke and water 
that it was a complete loss estimated 
at from $16,000 to $18,000. 















Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 

; Infants’ Soft Soles.. 0-3 
Intermediates 
Flexible Hard Soles. 2-8 


Send for In-Stock 
Catalog 


MRS. DAY'S IDEAL BABY 
Locust St. Danvers, Mass. 
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Jacobs’ Store Air-Conditioned 


BurraLo, N. Y.—Jack Jacobs’ Paris 
Footwear store at 604 Main Street, 
here, has recently been equipped with 
a complete year-round air-conditioning 
system of the same type as is used in 
Macy’s and Radio City here in New 
York. 

This store has now become one of the 
first shoe stores in Buffalo to be 





Murray Bender at Peck & Peck 


CLEVELAND, OH10—Murray Bender, 
who for the past 13 years has been with 
the Lindner Company of this city, as 
vice-president and a stockholder in the 
luindner Footwear Company, the shoe 
department of this store, will open an 
up-to-date high-style shoe department 
at Peck & Peck, here, about Aug. 15. 

This new department will be done in 
a a treatment of the California 
style. 





equipped with a complete all-year sys- - 
tem. 


W. C. Hunneman, ‘De: New Presi- 
dent of William Amer Company 


PHILADELPHIA—At a meeting of the 
Board of Directors of the William 
Amer Company, held July 27, 1936, W. 
C. Hunneman, Jr., formerly vice-presi- 
dent and treasurer, was elevated to 
the presidency, succeeeding the late 
Laird H. Simons, whose death occurred 
June 14. Other officers elected at the 
same time were: E. N. Simons, brother 
of the former president, now becomes 
vice-president; Harry J. Kohout, also 
elected vice-president; A. Crocker Hart, 
secretary and treasurer. 
















W. C. HUNNEMAN, JR. 


The William Amer Company is the 
oldest company in the country manu- 
facturing glazed kid, and the new ad- 
ministration was very specific in stating 
that the policies pursued by the com- 
pany during its 104 years of business 
life will be maintained without change, 
which means that not only will its 
products be steadily improved as 
progress makes possible, but that it 
will continue to work and aim for the 
friendly and cooperative association of 
itself with the various channels through 
which its products move. 

Mr. Hunneman is well qualified to 
carry on the work of his distinguished 
predecessor, having had a lifetime ex- 
perience in the tanning industry before 
coming to the Amer organization in 
early 1935. He was fortunate in having 
the close association with Mr. Simons 
that enabled him to absorb the Amer 
tradition from the man who had so 
much to do with building it, having 
been in active charge of the business 
during Mr. Simons’ long leave of ab- 
sence due to illness. 
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The perfect leather innersole 
































With their unusual 
flexibility and cool 





cushioned resilience, 
Van Tan innersoles 
are an exceptional 


aid to foot comfort. 





VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 

































MEN'S SHOE COLORS 
FOR SPRING 1937 


New York—Ten colors for men's shoes have 
been selected for the 1937 Spring season by 
the joint committee of tanners, shoe manu- 
facturers and retailers in cooperation with the 
Textile Color Card Association, it was an- 
nounced today by the latter organization. 

There are five new and five repeated shades, 
as follows: 


“TOWN AND FIELD COLORS" 


SADDLE TAN ... repeated from 1936 Fall 
Shoe & Leather Card 

BRIDLE TAN .. . more golden than Spaniel 
Tan, 1936 Fall Shoe & Leather Card 

COLT BROWN ... redder than Setter Brown, 
1936 Fall Shoe & Leather Card 




















BOURBON . .. repeated from 1936 Fall Shoe 
& Leather Card 
RACER BROWN .... redder than Retriever 







Brown, 1936 Fall Shoe & Leather Card 
HORESHOE GREY ... bluer than Greyhound, 
1936 Fall Shoe & Leather Card 


"COUNTRY COLORS" 


COUNTRY TAN . . . lighter than Sanwood, 
1936 Spring Shoe & Leather Card 

HARNESS BROWN .. . repeated from 1936 
Fall Shoe & Leather Card 

SPUR GREY ... repeated from 1936 Spring 
Shoe & Leather Card 

DECK BLUE... repeated from 1936 Spring 
Shoe & Leather Card (to be used in com- 
bination with white} : 


All of these ten colors will be shown in the 
Men's Shoe and Leather Card for Spring, 1937. 
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Men’s styles from London 
by JOHN J. REILLY 


COMES ANOTHER Women’s fashions from Paris 
by MME. ALICE APPO 
BIG FEATURE 
New York fashion pre-view 
ISSUE? by MISS RUTH HARRINGTON 


Hollywood styles in the making 
by HARRY R. TERHUNE in 


collaboration with Columbia Pictures 


Timed just right—nine days in advance of the Leather 
Opening and Styles Conference to be held Sept. 14 
and 15—when big buyers are thinking of Spring 
and all buyers are in the market for second run mer- 


chandise—shoes for late Fall and early Winter. 


Special style and color section for tanners. Regular 


issue with unusually complete merchandising and 
fashion features for shoe manufacturers. Extra 


distribution at the Styles Conference. 


A fine issue for prestige 


WRITE - WIRE - PHONE 


BOOT AND SHOE RECORDER 


239 West 39th Street New York, New York 
A Chilton Publication 


140 FEDERAL ST., BOSTON 1627 LOCUST ST., ST. LOUIS 
209 S. STATE ST., CHICAGO 56TH AND CHESTNUT STS., PHILADELPHIA 





When writing advertisers please mention Boot and Shoe Recorder 





Women's Shoes 





KUSH-IN-EZE 


VAUGHAN TOWLE CO, 
whastrision of LB. Bruns’ Son Co. 





Modern Turn Shoes That Fit 
5773 WILL NOT GAP 
lack, New “SHORT BACK" Last 


St. Louis Shoes 


ei ih 


ST. LOUIS 
BRANDED SHOES 


Cancellations, Jobs and 
Samples 
Men’s — Women’s — Children’s 
CURRENT STYLES FROM TOP 
GRADE ST. LOUIS FACTORIES 
AT A PRICE 


See us for your special 
promotions 
“While in town see Weil” 


M. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo. 








Freeman Salesmen to Meet 


Be.Loit, Wis.—C. M. Selby, men’s 
buyer for Volk Bros., Dallas, Texas, 
made a visit last week to the Freeman 
Shoe Corp. factory at Beloit, Wis., in 
company with Billy Hootkins, Texas 
representative for Freeman. Spring 
styles were up for discussion. The 
regular conference of salesmen meets 
at the factory the week of September 
14 to have a look at the new line 
prior to their fall trips. 
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On the Road With Shoes 
News of Travelers and Associations 


Heads Pacific Shoe Travelers 


SEATTLE, WASH.—The new president 
of the Pacific Northwest Shoe Travelers 
Association is Frank Duncan, who was 
elected at the last convention in Seattle. 


FRANK DUNCAN 


For the past 15 years he has been in 
the wholesale shoe findings business, 
starting his own company, The Frank 
Duncan Co., in Seattle, three and a 
half years ago. 


—- 


H. D. Waldron Joins Excelsior 


CLEVELAND, OHIO—H. D. Waldron, 
well known in the shoe trade from 


H. D. WALDRON 


his connection with a number of prom- 
inent concerns, has recently joined the 
sales staff of Excelsior Shoes, Inc., 
whose factory is at Portsmouth, Ohio, 
and is covering mid-west territory com- 
prising the states of Michigan, Ohio 
and Indiana, except in the vicinity of 
Cincinnati. 

Mr. Waldron at one time represented 
the Stetson Shoe Company in the north- 
west and was connected with the Sher- 
wood Shoe Company of Rochester for 
16 years, during which time he had 
an interest in three shoe departments. 
He has therefore had considerable re- 
tail experience and a thorough knowl- 
edge of correct shoe fitting. 

Mr. Waldron joined Excelsior in 
April and is selling Vani-TRED fea- 
ture shoes, along with the Betty Ann 
line. He is now starting on his second 
trip over his territory and his contacts 
to date have been very successful. 


Joins Winthrop Sales Staff 


St. Louis, Mo.—Irving M. Butt, who 
for the past year and a half has been 
with the Florsheim Shoe Company in 


IRVING M. BUTT 


the New York territory, has joined 
the sales staff of the Winthrop Shoe 
Company for whom he will cover New 
York, Connecticut, Rhode Island, 
Massachusetts, Pennsylvania and New 
Jersey. 

Mr. Butt was for 10 years with the 
Commonwealth Shoe Company in the 
New York territory and five years in 
the same territory on the Stone-Tar- 
low sales force. Later he covered the 
middle-west for a period of three years 
for the International Shoe Company. 
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Scots 
RUBBER 
PBuushes 


The Perfect DIRT ERASER! 


WHEN YOUR CUSTOMERS ASK: 
“ Are Suedes hard to keep clean?” 


. . - You can truthfully answer j 
“NO—they’re not hard to clean . - with 
one of SCOTT’S RUBBER BRUSHES!” 
And so you’ve made a SALE and a NICE PROFIT—while 
your customer is pleased, too. The Scott Brush removes dirt 
from the nap of suede shoes without causing noticeable wear. 
It also RESTORES the LUSTER, making shoes look like 
new. Your customers will TELL THEIR FRIENDS about 
this wonderful product—bring you MORE BUSINESS! 


Dealers Price $2.75 Doz. $16.00 2 Gr.—$31.00 Gro. 
Postage Paid on 3 doz. or more 
Sold exclusively in Shoe Stores and Shoe Depts. 


1936 Page 47 


HAVE A TREMENDOUS Coneumer Cipsjeat ! 


NO WONDER! For the Scott Brush is 
the only Successful cleaner for 
suedes and nap leather shoes. 


It cleans other fabrics, too. Every 
woman needs one. Show your cus- 
tomers how the Scott Brush ac- 

tually cleans—they will BUY! 

FOUR ATTRACTIVE COLORS. 
White, Gray, Black and Brown. 
Stocked for immediate delivery. 


DISPLAY CARD! 


A beautiful 3 color Counter Display 
sr holding 6 Brushes, sent with each 
order. 


A 35c Retailer! 





SCOTT 


FOOT APPLIANCE CO., INC. 
Omaha, Nebr., U. S. A. 








Write for Catalogue Showing Complete Scott Line. 





Turning to the traveling shoe sales- 
man, Mr. Kaufmann advised him to 


Tri-State Shoe Mart Big Success 


[CONTINUED FROM PAGE 28] 


gathering an expression of welcome. 
“We shoe retailers,” Mr. Schmidt con- 
tinued, “should show our appreciation 
for the work and effort on the part of 
the shoe travelers, especially their con- 
vention committee, in putting over a 
convention of this kind. 

“It seems to me the main object of 
this convention is to demonstrate to 
the retail shoemen that the shoe 
travelers want to encourage coopera- 
tion and good fellowship in the shoe 
craft, and in return, we shoe retailers 
should express our appreciation by giv- 
ing of our time for the inspection of 
the many interesting and attractive 
shoe exhibits made possible by the 
manufacturers and jobbers. 

“Leading merchants of the Pitts- 
burgh district are optimistic. Business 
is showing a gradual and healthy in- 
crease, with a noticeable demand for 
quality merchandise. If the steel in- 
dustry, with its production recorded 
at 72 per cent, is any barometer of 
business in this district, surely we re- 
tailers can anticipate a healthy in- 
crease over the preceding year.” 

Mr. Schmidt closed his speech by 
conveying a message sent by Cal J. 
Mensch, secretary of the Middle At- 
lantic Shoe Retailers’ Association. 

Edgar J. Kaufmann, one of the most 


prominent department store executives 
in the country and president of Kauf- 
mann’s, Pittsburgh’s largest depart- 
ment store, followed with one of the 
most constructive talks of the night. 
Feeling certain that the next four 
years will see general economic con- 
ditions booming in the Tri-State area, 
he urged the trade to take advantage 
of this opportunity and be prepared 
with modernized stores. 

“You are living in the cream of the 
country,” he referred to the Pitts- 
burgh area. “Payrolls will be greater, 
as will be the demand for better shoes. 
The average worker in the industrial 
district is aware of the value of quality 
and he will demand it just as soon as 
he has the money to pay for it.” 

He pointed out that the more for- 
ward-looking shoe retailer will also 
increase the salary of his clerks, add- 
ing that his profit cannot be better 
invested. “There is no better invest- 
ment than in human effort. Take in- 
ventory of your help, foundation of 
your entire business picture.” He 
urged the retailers to train their help 
to know more than just the ways of 
selling a pair of shoes. A clerk should 
know what shoes are made of and how 
the customer can wear them with the 
greatest of comfort, he said. 


study the specifications of the shoe he 
sells and help the retailer to adopt 
the best methods used by the forward- 
looking stores. 

He mentioned briefly the standard 
specifications program under way at 
Kaufmann’s where more than 700 
items are tested for their quality, and 
bear the label issued by the testing 
laboratory. He explained that the con- 
sumer knows more about quality now 
than in the past and will buy mer- 
chandise where quality is considered 
as important as price. 

“The shoe retailer should also be 
equipped with all the latest styles. 
Credit inflation is at our door and the 
ethical merchant can borrow more now 
than ever before. This means he is in 
a position to complete his stock in 
seasonal periods and rank high in the 
competitive market.” He closed his 
talk by revealing that the shoe re- 
tailers do 91 per cent of the shoe busi- 
ness in the Tri-State area, while the 
department stores do only 9 per cent. 
“That is why your success is the de- 
partment store’s best business barom- 
eter.” 

Sam Levine, president of the Pitts- 
burgh Shoe Retailers’ Association, 
closed the speaking program. He re- 
viewed the styles of shoes on exhibit 
at the shoe mart and assured the re- 
tailers that they had all the style fea- 
tures expected to reign in the fall. 











Spats 


1 hl li aed 


SEND FOR] 
SAMPLES, 


Guaranteed all wool 
finish 


SPATS FOR MEN 
Popular Priced Lines 
FRANKLIN MANUFACTURING CO., INC. 
FRANKLIN Spat Manufacturers Since 1897 OHIO 
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Sport Shoe Leathers 


SLATTERY S 





An Aniline dyed heavy sueded leather 
for men’s and women’s sport shoes. 


SLATT 


ERY BROS. 





T DON PR 


Celi ache eee 
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Dancing .and Bowling Shoes 


8 EF OF TET 





BUY A NATIONALLY KNOWN 
BRAND 
We carry everything in dancing shoes, 
also a complete line of bowling shoes. 
Write for price list 
ROVICK THEATRICAL SHOE CO. 


Man 
325 W. Madison St. Chicago, tl. 

















In analyzing the style trend for Fall, 
he predicted that it is going to be a 
suede season, with black predominat- 
ing. He also pointed out that the plain 
pattern is on its way back. “It is 
understood,” he added, “that the style 
in footwear is always governed by the 
trend in wearing apparel and mil- 
linery. In studying that trend, we find 
women’s hats with that peaked, lifted 
look, with shoes calling for the same 
dramatic lines.” 

An hour-long floor show staged by 
Joe Hiller, Pittsburgh theatrical 
booker, followed. Dancing continued 
until the wee hours of the morning. 
Some 100 ladies attending the show 
were guests of the H. J. Heinz Com- 
pany on the afternoon of July 27. 
They were conducted on an inspection 
tour of the Heinz plant which lasted 
for more than two hours. 


the distribution of such products or 
commodities. 

“(e) That it shall be unlawful for 
any person to discriminate in favor 
of one purchaser against another pur- 
chaser or purchasers of a commodity 
bought for resale, with or without 
processing, by contracting to furnish 
or furnishing, or by contributing to 
the furnishing of, any services or fa- 
cilities connected with the processing, 
handling, sale, or offering for sale of 
such commodity so purchased upon 
terms not accorded to all purchasers 
on proportionally equal terms. 

“(f) That it shall be unlawful for 
any person engaged in commerce, in 
the course of such commerce, know- 
ingly to induce or receive a discrimi- 
nation in price which is prohibited 
by this section.” 

Sec. 2. That nothing herein con- 
tained shall affect rights of action 
arising, or litigation pending, or or- 
ders of the Federal Trade Commis- 
sion issued and in effect or pending 
on review, based on section 2 of said 
Act of October 15, 1914, prior to the 
effective date of this amendatory Act: 
Provided, That where, prior to the 
effective date of this amendatory Act, 
the Federal Trade Commission has 
issued an order requiring any person 
to cease and desist from a violation 
of section 2 of said Act of October 
15, 1914, and such order is pending 
on review or is in effect, either as 


‘ issued or as affirmed or modified by 


a court of competent jurisdiction, and 
the Commission shall have reason to 
believe that such person has com- 
mitted, used or carried on, since the 
effective date of this amendatory Act, 
or is committing, using or carrying 
on, any act, practice or method in vio- 
lation of any of the provisions of said 
section 2 as amended by this Act, it 
may reopen such original proceeding 
and may issue and serve upon such 
person its complaint, supplementary 
to the original complaint, stating its 
charges in that respect. Thereupon 
the same proceedings shall be had 
upon such supplementary complaint 
as provided in section 11 of said Act 
of October 15, 1914. If upon~such 
hearing the Commission shall be of 
the opinion that any act, practice, or 
method charged in said supplementary 
complaint has been committed, used, 
or carried on since the effective date 
of this amendatory Act, or is being 
committed, used or carried on, in viola- 
tion of said section 2 as amended 
by this Act, it shall make a report 
in writing in which it shall state its 
findings as to the facts and shall 
issue and serve upon such person its 
order modifying or amending its orig- 
inal order to include any additional 
violations of law so found. Thereafter 
the provisions of section 11 of said 
Act of October 15, 1914, as to review 
and enforcement of orders of the 
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Text of Robinson-Patman Law 


[CONTINUED FROM PAGE 32] 
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Commission shall in all things apply 
to such modified or amended order. If 
upon review as provided in said sec- 
tion 11 the court shall set aside such 
modified or amended order, the origi- 
nal order shall not be affected thereby, 
but it shall be and remain in force 
and effect as fully and to the same 
extent as if such supplementary pro- 
ceedings had not been taken. 

Sec. 3. It shall be unlawful for 
any person engaged in commerce, in 
the course of such commerce, to be 
a party to, or assist in, any trans- 
action of sale, or contract to sell, 
which discriminates to his knowledge 
against competitors of the purchaser, 
in that, any discount, rebate, allow- 
ance, or advertising service charge is 
granted to the purchaser over and 
above any discount, rebate, allowance, 
or advertising service charge available 
at the time of such transaction to 
said competitors in respect of a sale 
of goods of like grade, quality, and 
quantity; to sell, or contract to sell, 
goods in any part of the United 
States at prices lower than those ex- 
acted by said person elsewhere in the 
United States for the purpose of de- 
stroying competition, or eliminating a 
competitor in such part of the United 
States; or, to sell, or contract to sell, 
goods at unreasonably low prices for 
the purpose of destroying competition 
or eliminating a competitor. 

Any person violating any of the 
provisions of this section shall, upon 
conviction thereof, be fined not more 
than $5,000 or imprisoned not more 
than one year, or both. 

Sec. 4. Nothing in this act shal] 
prevent a cooperative association from 
returning to its members, producers, 
or consumers the whole, or any part 
of, the net earnings or surplus re- 
sulting from its trading operations, in 
proportion to their purchases or sales 
from, to, or through the association. 





Smith, Miller & Hermer Workers 
At Annual Outing 


NATICK, Mass.—Four hundred em- 
ployees and guests of Smith, Miller & 
Hermer, women’s shoe manufacturers, 
attended the second annual outing of 
this firm on August 1. Following a 
parade with band through this town 
and Framingham, buses and cars took 
the merrymakers to Point Breeze, 
Webster, Mass., where the day was 
spent in a jolly combination of eating 
and sports. Dancing followed in the 
evening, and the outing was unani- 
mously voted a huge success. The com- 
mittee in charge consisted of Ruth 
Bemis, George Whit elock, Helen 
Hladick, Florence Moscatelli, Randall 
MacEachern, Frank Winn, Daniel Sul- 
livan, Arthur Santosuosso, Mildred 
Avery and Thomas Lee, with Mr. Mil- 
ler and Mr. Hermer co-operating. 
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profitably! 





14,643 pairs of fine women's footwear 
made to retail for 12.75 


per pair 


in any quantity 
you can use 


These exceptionally fine shoes have been taken from 
the surplus stock of one of the country's leading high- 
grade women's shoe manufacturers. 

You can choose from thirty-three different styles. You 
can have calf, kid, suede, gabardine, buck, patent 
leather and reverse calf. You can have black, blue, 
brown, and various combinations. The sizes are com- 
plete, and the widths run from AAAA to C. Samples 
will be submitted without any obligation on your part. 
You can have a complete new fall and winter stock of 
shoes your customers will easily know sell in the higher 
price ranges. You can have the busy business you 
want by wiring or writing us immediately. Let us 
send you these shoes .. . they'll sell, they'll sell quickly, 


BARIS SHOE CO., INC. 
79 Reade Street, New York 


[ = 
Do 


The unusual values offered 
to you in this advertise- 
ment are typical of the 
merchandise we have in- 
stock at all times. 

We are constantly receiv- 
ing surplus stocks and can- 
cellations from the quality 
manufacturers throughout 
the country. We will be 
happy to show you sam- 
ples at your request. 

If you are a merchant who 
wants additional markups, 
if you have a store deal- 
ing in legitimate cancella- 
tions, if you are promotion 
minded, we can be of un- 
bk. usual service to you. 




















Shoes for the Starry Hours 


[CONTINUED FROM PAGE 26] 


of the LaTorra Shoe Co., 1227 Pearl 
Street, Boulder, succeeded in creating 
an outdoor window for the display of 
outing footwear that exceeded all ex- 
pectations in interest and sales. Pine 
trees realistically bordered the lake. 
The stately head of a many-antlered 
deer protruded from thick branches. 
Birds perched in the trees. Tiny ani- 
mals in natural poses peered forth 
from unexpected places. 

The whole scene was an appropriate 
setting for sport shoes, heavy riding 
’ boots, thick hiking boots and all other 
footwear essential to pleasure and 
comfort in the great vacationland bor- 
dering Boulder. That it was far more 
than a pretty picture was evidenced 
by the material increase in outing 
footwear sales that occurred simul- 
taneously with this display. 

With the Fall shoe season immedi- 
ately at hand, merchants who have 
not as yet mapped out a window 
schedule for the Autumn months 
should give their attention to this 
matter at once, having in mind the 
fact that good shoe windows do not 
merely happen, but are the result of 
careful thought and planning which 
should begin well in advance of the 
date when the window is scheduled to 
appear. This sort of advance planning 


makes it possible for the display man 
to produce an effect really worth 
while because he can work in a pains- 
taking and unhurried way, knowing 
clearly the purpose of the window and 
how it fits into the promotion plan 
for the season. 

Advance planning also enables all 
departments of the store to work to- 
gether and coordinate their efforts in 
the planning of window displays that 
are directly related to the store’s ad- 
vertising and sales efforts. Display is 
really a vitally important part of the 
broad sales promotion program that 
also includes advertising, selling on 
the floor, customer relations and the 
entire field of store publicity. All of 
these efforts should be coordinated and 
made to: contribute their share toward 
the prime objective of “getting more 
shoes sold right.” Such cooperation 
is possible only through planning. 

Furthermore, it should be borne in 
mind always that window displays 
should not be considered as individual, 
unrelated pictures, depending on the 
inspiration of the moment, but should 
be planned in such a way as to follow 
through the season in a logical suc- 
cession, every window having its place 
in the program as a whole. Thus, it 
is natural to start out with a seasonal 


opening window of the type suggested 
in the August 1 issue of the RECORDER, 
to follow this with a showing of early 
Fall shoe styles, a school shoe window 
early in September, a football window 
a little later on, then to feature Fall 
sports footwear, such as the hunting 
types mentioned above, to have a 
rubber footwear display when stormy 
weather is due, an evening footwear 
window a little later, and so on. Thus 
every class of Fall shoes in turn has 
its play in the spotlight and a well- 
balanced program of promotion is de- 
veloped. These are days of planned 
promotion in retailing and every shoe 
store, large and small, owes it to , 
itself to recognize that fact and, to 
the best of its ability, put a principle 
in practice that has proved success- 
ful in many of the most successful 
stores of the country. 


Newmark's Celebrates 
38th Anniversary 


CANONSBURG, PA.—Newmark’s, lead- 
ing shoe store here, celebrated its 38th 
aniversary here last month. A num- 
ber of effective sales features were 
worked out, including attractive store 
and window displays, added newspaper 
advertising space, personal letters to 
customers and general territory-wide 
publicity on the history and the growth 
of the store. 
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Autumn Window Cards And Tickets 
Now In-Stock-They Will Attract 





















Customers To Your Shoe Displays 





DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


Appropriate oak-leaf design in 
autumn shades of orange, 
brown and tan. . . i 

14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery. store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35c each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—I2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $6.00 


MERCHANDISING AIDS 





Polly Clips 
for Price Tickets—Adjustable— 
Tilt at any angle. Bronze for 
dark leathers. Nickel-plated to 
avoid rust effects from white 


leather tannage. 
ry $2.25 Ls - 
SUNOUE co cb nse das ee $4.00 


Polly Shoe Holder [ORDER 
To display arch, branded, and ; 


fibre-sole shoes. Always re- seesesss 











CARD HOLDERS 
Oval base—burnished gold— 

























































three-color trim. These modern- posi gs ight positi 
istic holders take any size card, er chcotgigs — sis $1.65 
and harmonize with the finest SN ais soo > vinnie $3.00 naa 
window display fixtures. R 
eco Stock Record Sze... 
Supplied with annual services. ps re R 
for shoe cartons. Cyclone clips Price............ 
included: 
ba dane cree ys teaacs poe presen 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice ised forty selling phrases, 
or blanks. 








12 dozen (printed or blank)...... $2.00 

™ i Tate 1.10 

se FOMILATY oo cag ale 0.28 
SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted; or, duplicate stock cards for your 
other window—gratis. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


























SERVICE | MONTHLY CARDS HOLDERS TICKETS 
Ne. | | $5.00 12 6 100 
Ne. 2 4.00 8 4 100 
Ne. 3 3.00 6 2 60 
Ne. 4 2.28 4 | 2 5 
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“B”: Blue bar with 
sunburst 


“G”: White board, orange en 
orange and tan de- _ eae dite 
: 
sign. white beard— 
brown bar—orange 
sunburst. 


Size: Wy" x 2%"°—Prices on opposite page. 
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ANNUAL SHOW CARD SERVICE 


FOR 


MERC HANTS 


(Cross out 


We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 
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TICKETS, at 35¢ per fifty, 
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SALESMEN WANTED LINE WANTED WANTED TO PURCHASE 
: ANTED—Li Li Ladies’ Novelty Shoes 
SALESMEN calling on shoe trade to handle South Rest Territory. Retell: from $1 WE BUY 


fast selling and useful shoe novelty accessory. 
Liberal commission, Samples can be carried in 
vest pocket. Send references and territory in 
first letter. Address E-855, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N. Y. 





S ALESMEN wanted to carry a popular side- 
line in the western Rocky Mountain territory, 
including North and South Dakota. Address 
E-873, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








WANTED TO PURCHASE 


WANTED TO BUY—From one dozen to one 
hundred pairs lot; Nunn Bush or any grade 
high shoes. Any style. Address E-870, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








FIXTURES WANTED—Second-hand, good 

condition, shelving, chairs, stools, mirrors, 

window fixtures, rugs, wrapping counter, lino- 
WEBER, 








leum, etc. SID WEBER, JANESVILLE, 
WISCONSIN. 
FOR SALE OR RENT 





OL? ESTABLISHED BUSINESS in town of 
5500 population, Western Ohio. Address 
Newcomb & Zimpfer, Wapakoneta, Ohio. 





FOR SALE OR RENT, with or without stock. 

Modern well equipped shoe store now operat- 

ing. Finest iocation, good lease, New England 

city, seventy thousand. Owner returning to tex- 

tile manufacturing. Address E-874, care Boot & 

et Recorder, 239 West 39th Street, New York, 
Mics. 








POSITION WANTED 





SALESMAN ‘Successful, calling shoe and dept. 
stores N. Y. C., West Chester and 

Island. Wants outstanding line of ladies’ or 
men’s shoes. Arch type shoe of unquestionable 
merit preferred. Have unusual plans to market 
the right product. Address E-878, care Boot & 
re Recorder, 239 West 39th Street, New York, 





SHOE STORE WANTED 


WRITE full information. ; 

CASH transaction considered if price is 
right. Address E-875, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





$2.95. Best of reference. Address E-868, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





STRONG line, men’s and women’s house slip- 

pers, instock, popular priced or make 9 
Also strong line, women’s style shoes instock, 
retail $2.50-$3.00 for Chicago and surrounding 
territory. Commission. Highest References. 
Address E-876, care Boot & Shoe Recorder, 209 
So. State Street, Chicago, III. 





A-l SALESMAN, with seven years’ shoe ex- 
‘ perience in all its phases, wishes men’s 
line of popular priced shoes for states of IlIli- 
nois, Ohio, Indiana and Tenn. Well educated, 
good references, good health, knows stock con- 
trol, manufacturing, retailing and selling. Well 
known in the above territory and can do a real 
job with a good line. Address E-877, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





® HILDREN’S or women’s line wanted. Have 
had 35 years’ experience. Recently in job- 
bing business in . Address E-879, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





GENERAL line of men’s rubber footwear and 
sneakers to carry with camp, work and 

hunting lines, for New York State, New Jer 

and Connecticut. Address E-880, care Boot 


_ Shoe Recorder, 239 West 39th Street, New York, 


a. 





BUSINESS OPPORTUNITY 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices in 
this new and dignified profession. Home Study 
Course, including working models and equipment, 
furnished at low cost. Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
665 Broad Street Newark, N. J. 





Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enuna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 
RUBIN 
“The House of Jobs” 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 











CASH FOR BRANDED SHOES 


Men’s, Women’s—Factory or Retail 


Wanted: Red Cross Florsheim, Arch Preserver, 
Enna Jettick, etc., Nunn-Bush, Bos- 


79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 5181 











INCREASE 
Your 


SALES 
with 
scientific 
shoe 

fitting as ae 
THE BRANNOCK DEVICE 


Builds Sales - Saves Time - Simple - Accurate 
Arch Length - Toe Length - Width - ALL at onee. 
- Our cost of adjustments owing to mis- 






. 


a@ percentage of credit is due the Brannock De- 
vice.” R. H. Fyfe Company. 
Hundreds of dealers are increasing sales and build- 
ing a reputation for expert fitting with the 
Brannock. 

Write for Descriptive Folder 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 


THE BRANNOCK DEVICE CO. 
SYRACUSE, N. Y. 

















WANTED TO PURCHASE 











Buyers of Surplus Stocks 
from’ manufacturers. lebbere ‘or vetalters. “Ot 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














Hustar to Leave Grand Rapids 


GRAND Raps, MicH.—J. W. Hustar, 
who has been manager of the local 
Nisley Shoe Store for the past 11 years, 
is making plans to leave Grand Rapids 
soon, to manage a store of the com- 
pany located in Springfield, Ohio. His 
successor at the local store has not yet 





been named. 





mum charge, 75 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
cents. For all other classified advertisements the rate is 7 cents per word. Mini 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 
address should be counted. : 

The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 


[3 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@e§ 


Minimum charge, $1.25. 
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Walter P. Frye 


MARLBORO, Mass.—Walter P. Frye, 
78, dean of the Marlboro shoe manu- 
facturers, died suddenly July 30 at his 
home after returning from his office 
at the John A. Frye Shoe Co. 

He was apparently in good health 
during the day but when he arrived 
home he complained of not feeling well. 
While Mrs. Frye was attempting to aid 
him he went into an adjoining room, 
sat down and died almost immediately. 

Mr. Frye was born in this city Feb. 
7, 1863, son of the late John A. and 
Lavinia (Russell) Frye, and lived here 
his entire life. He was educated in the 
focal schools and was graduated from 
the Marlboro High School in 1879. He 
then attended Bryant and Stratton 
Business School in Boston and was 
graduated in 1889 after which he en- 
tered business with his father, John A. 
Frye, founder of the shoe company 
that bears his name. 

On March 31, 1885, Mr. Frye mar- 
ried Adelaine L. Holyoke and the cou- 
ple observed their golden wedding an- 
niversary in March, last year. He is 
survived by his widow, three sons, John 
A., Robert P., and Russell B. Frye, all 

‘associated with him at the John A. 
Frye Shoe Co.; a sister, Mrs. Della 
(Frye) Morse, wife of Lieutenant 
Commander John Wise Morse, U. S. N., 
and five grandchildren. 

Mr. Frye was a member of the board 
of directors of the Peoples National 
Bank for the past 46 years and was 
president for 15 years, being succeeded 
two years ago by his son, Russell B. 
For 34 years he was a member of the 
investment board of the Marlboro Sav- 
ings Bank and a member of the board 
of directors. He was a 32nd degree 
Mason, being affiliated with the United 
Brethren Lodge, A. F. and A. M., of 
this city. 

Mr. Frye developed the John A. Frye 
Shoe Co. to a high degree of efficiency 
during his years as head of the firm. 
He was deeply interested in the large 
number of employees of the company 
which has established an enviable repu- 
tation for maintaining in employment 
Men and women of advanced years. At 
present there are more than 30 persons 
on the payrolls who have been with 
the concern between 30 and 65 years. 

For many years Mr. Frye was an 
extensive real estate owner and gave 
employees the benefit of owning their 
own homes on easy terms. During his 
years as head of the company about 
one hundred employees purchased their 
own homes with his aid. He was re- 
garded as one of Marlboro’s first citi- 
zens and was held in high esteem. 





A Record for Suede 


Prasopy, Mass.—The output of suede 
leather is this year the largest of rec- 
ord here, and it is believed that the out- 
put of suede shoes, for both men and 
women, is record high. 
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Expect Good Sales in 
Reversed Calf for Fall 


CuHIcaGo, ILu.—Reversed calf shoes, 
especially in the brown shades, should 
be heavy sellers this fall according to 
H. H. Casanave, Chicago district men’s 
buyer for Florsheim. The heavy 
leather shoe that sold so well last sea- 
son, because of the severe cold, should 
be more popular this Fall. With the 
adoption of patent leather shoes for 
street and general wear, instead of 
dress exclusively, there should be a de- 
cided pick-up in sales. The retailer 
that occasionally features a_ special 
type shoe in his window display, such 
as ski-boots, climbing and hiking shoes, 
etc., will make his customers stock 
conscious. When the need for any spe- 
cial type shoe arrives they will remem- 
ber the display and come to that store. 

Regal’s expect a heavy business in 
Norwegian calf and Cordovan leather 
shoes in the semi-brogue and heavy 
brogue styles. Reversed calf with 
plain toe and crepe sole will go well for 
country and sport wear according to 
M. D. Rice, Chicago buyer. The drop- 
off in Scotch grains from last season 
has led to a cut-down in stock on that 
type shoe. The trend is toward a heavy 
leather with a soft body for late Fall 
and early Winter wear. 





Varsity Shoe Plans 
Factory Addition 


SALEM, N. H.—The Varsity Shoe 
Company is planning an addition to its 
plant on Main Street within the next 
two weeks. Plans will be completed 
soon on final details. 

The plans call for a one-story build- 
ing which will allow the installation 
of more machinery and will increase 
the daily output of the factory. 

Additional help will probably be 
needed when the addition is completed. 





Headway Employees 
Hold Outing 


WEBSTER, Mass.—More than 250 em- 
ployees of the Headway Shoe Co. and 
their guests attended the second an- 
nual outing and field day held at In- 
dian Inn, July 25. There was a lengthy 
program of sports followed by a turkey 
dinner with all the fixings. 





Early Demand for Fall Shoes 


SAN FRANcIsco, CALIF.—An unusual 
business condition is reported by C. E. 
Peters, partner in Peters Bros., prom- 
inent Oakland shoe merchants. During 
the Summer sales period more than 
three-fourths of the shoes sold were 
new Fall merchandise, an early de- 
mand which augurs well for the Fall 
and Winter months. Suedes lead the 
demand in the ever popular black, 
brown and blue. The firm has had this 
year a big gain in business over the 
same period in 1935. 
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MERCHANTS’ NEEDS 

















There’s a Proven 
Way to Prevent 
“LOST SALES” 


Give your cus- 
tomers—even the 
“hard - to - fit” — 
shoes that fit per- 
fectly and comfortably 
and you’ve made not 
only sales but permanent 
customers. It can be 
done by making shoes 
conform to the foot .. . 
scientifically and _satis- 
factorily . . . with the 
DUNDE DE.- 
VICES, They’re 
inexpensive 
and simple to 
use. 













Write for 
complete de- 
tails, NOW. 
+». or take 
advantage of this 
SPECIAL COMBINATION OFFER 
Machine and Hand Iron Complete 
$35.00 
F.0.B. New York City 
Machine alone..........sseeeee0% 
Hand Iron alone 
DUNDE RESHAPING DEVICES, Inc. 
13 East 37th St., New York, N. Y. 


Cee er eeereeseeee 























P. J. Kiely General Manager 
of Manistee Shoe Mfg. Co. 


Cuicaco—P. J. Kiely, for many 
years general manager and superin- 
tendent of Dolgeville Slipper Co., Dol- 
geville, N. Y., has accepted a similar 
position with the Manistee Shoe Mfg. 
Co., Manistee, Mich. 

The Advance Wool Skin Shoe Co. of 
Chicago is the selling organization of 
the Manistee Shoe Mfg. Co. 


Good Business in Co-ed Shoes 


LEXINGTON, Ky.—H. Giller, manager 
of the shoe department of Denton’s de- 
partment store, has built up a nice 
business by featuring Polo Club shoes 
for co-eds. These sporties take well 
with the sorority girls of the univer- 
sity. 

They use an E.O.M. system to clean 
their stock and a P.M. on all lines of 
three pairs or less. 

L. R. “Dick” West, assistant man- 
ager, is an expert salesman of much 
experience and handles customers with 
a pleasantness and patience that would 
do credit to Job. Mr. West has a scrap 
book of helpful things he has found in 
Boot AND SHOE RECORDER. 

This store is parlor style with all 
stock, except special displays, out of 
sight. 
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DATES TO REMEMBER 


Labor Day ........... Monday, Sept. 7, 1936 
Official Leather Opening, Tanners Council 
of America, and National Shoe Retail- 
ers Association Style Conference for 
Spring, 1937, Waldorf-Astoria Hotel, 
Sept. 14, 15, 1936 
Hebrew New Year. .. . Thursday, Sept. 17, 1936 
New York State Shoe Retailers Associa- 
tion 18th Annual Convention, Hotel 
Seneca, Rochester, N. Y., 
Sept. 27, 28, 29, 1936 
Columbus Day.......: Monday, Oct. 12, 1936 
Election Day.......... Tuesday, Nov. 3, 1936 
Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 
Nov. 5, 6, 7, 1936 


Thanksgiving Day... . Thursday, Nov. 26, 1936 





Sales in Far West Better 
Than Average 


WaAsHINGTON, D. C.—Daily average 
sales in small towns and rural areas 
for June showed a larger increase in 
the Far West than in other parts of 
the country, as compared with June, 
1935. Estimates of the Bureau of 
Foreign and Domestic Commerce, based 
on dollar value of rural chain store and 
mail order sales, indicate that sales in 
the Far West were about 23 per cent 
above June of last year as compared 
with an increase of about 12% per cent 
for the country as a whole. The lowest 
increase, 9% per cent, was recorded for 
the Middle West. 

Sales increased from May to June in 
only one region, the Far West, where 
a gain of 7% per cent was recorded. 
A decline of about 4 per cent was shown 
in the East while sales for June in the 
South and the Middle West were only 
slightly below May. 

Sales for the first six months of 1936, 
as compared with the corresponding 
period of the previous year, were high- 
est in the Far West, where a gain of 
20 per cent was recorded, and lowest in 
the Middle West, which showed an in- 
crease of 8 per cent. Comparing these 
periods for the country as a whole, an 
increase of 11 per cent. was recorded. 

Sales in the East include those made 
in territory lying east of the Ohio 
River and north of the Virginia-North 
Carolina line; in the South those made 
in states south of the Ohio River, east 
of the Mississippi, and Arkansas, 
Louisiana, and Texas; in the Far West, 
those in the seven states lying west of 
the Rocky Mountains; sales made in the 
remaining states are included in the 
Middle Western group. 





Radio Broadcasts Successful 


ALTOONA, Pa.—Shirley’s Shoe Shoppe 
is reporting encouraging success with 
its weekly program broadcast over 
WFBG. A complete love story is 
dramatized every Sunday beginning at 
2.15 P. M., with short but effective 
commercial plugs for the store and its 
new styles mixed in between “acts.” 
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STAND 
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1625—Girls Gun Metal Oxford, 10/8 Rubber 
Tap Heel, Goodyear Stitched. Sizes Wi 
1626—Same with 8/8 Heel. Sizes 12!/3.$1.32!/2 
1627—Same in Brown Side, 10/8 Heel. Sizes 
IU. a ccc high terion cons bv sés donedacarets $1.45 
1628—Same in Brown Side with 8/8 Heel. Sizes 
LQUIS vecciidirg Sa pesgdiviccvestahiviestsien $1.32%/> 


2374—Black Calf Oxford, 13/8 Leather Heel, 
Goodyear Welt. Sizes 3/9, Widths AA +3 ee 


2375—Same in Brown Calf. 


2213—Girls Black Calf Oxford, 12/8 Leather 
tien Goodyear Welt. Sizes 3/9, Widt! we 


2214—Same in Brown Calf. 











1667—Girls Brown Side Oxford, 10/8 
Stand Heel. Goodyear Stitched. 4 


eee ee eee ee eee eee eee eee cee 


1668—Same in Black Side with ae san 


pode | ABP EE See eT FG AES $1.45 
673—Same in Black Side with 8/8 Heel. 
Hes CMS 5 5 cice Ss sken cicaee ne $1.32! 


1481—Gun Metal Oxford, Solid Leather 
Oak Sole, 11/8 Rubber bof Heel, Sizes 
24/8 $1At, 


eee eee eee eee ee ee eee eee eee ee 
eee eee ee ee eee eee eee reer) 


Seem eee emer seen ereeeeeeeees 











ur AND CHEER! 


Here are the girls favorites for Fall... 


THE line you've been waiting for... the Fall sports 
line! Shoes the growing girl will wear when the 
leaves start curling and there's a tingle in the air. 
E-J shoes that will break through all past perform- 
ances and score new highs! 


Here's a line you must sell. A sturdy, well-built, E-J 
girls line that will prove the most popular of them ail. 
They're for active feet and active days. And they'll 
bring a brand new action to your store! 


Stock these new E-J girls winners. Every one is a star 
performer. Every one will cross the profit line! 


IN-STOCK 


1474—Misses Gun Metal Monk Oxford, ° 
Rubber Sole, 8/8 Rubber Tap Heel, Mc- 
Kay. Sizes 12!//3 $1.07'/, 
1475—Same in Brown Side. 


1469—Girls Black Side Oxford, Rubber 
Sole, 10/8 

Sizes 2, 

1470—Same in Brown Side. 


1412—Girls Gun Metal Oxford, Rubber 
Sole, 10/8 Rubber Tap Heel, McKay. 
GRE DIE. i once ce dccwayecctsaias $1.224 
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COLONIAL 314 and 198 GREEN PATENT 


Big Macs fox Sl 


With more momentum to it this year than any color ever had, green 





| patent is the fair-haired child of leathers . . . a favorite that is already 
running up amazing footage ...a color that every retailer must (and 
gladly) stock. Dark colors, suggestive of green jungle pools, 314 and 
198 Colonial Patent have behind them the reputation of ‘ fine ssnciciieuny 
... and the reputation of a quality patent leather that keeps its mirror- 


like finish as long as the shoe is worn. Colonial Tanning Company, 


| Boston, Massachusetts. 


sodiiicen 


MERIT HAS MADE IT THE WORLD’S LARGEST SELLING PATENT LEATHER 








When writing advertisers please mention Boot and Shoe Recorder 
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WHEN you know the true story of the 
amazing rise of HEALTH SPOT SHOES 
—and the startling things these shoes have 
achieved for countless shoe-crippled feet, 


you will agree that the development of 
HEALTH SPOT is as important a devel- 


ae 2 Sain AND LEAPED FORWARD 
3 1.000 YEARS IN 4 


FORWARD surging civilization demanded—and 
science answered. High speed streamlined trains 
—automobiles revolutionized—these were a part of the 
answer, and Americans responded gratefully and 
with enthusiasm. Now—the most vital transpor- 
tation of all—the feet! Science has answered with 
HEALTH SPOT SHOES. America has responded 
with amazing enthusiasm that has voiced itself in 
soaring sales and repeat sales! 


_y THE PROFITS 
OF PROGRESS 


EALTH SPOT SHOES won their as- 
tonishing public acceptance during 
the worst four years of depression. Today, 
production mounts at a dizzy pace. America 
has been quick to appreciate the greatest 
advance in shoe constryction in more than 


1,000 years) HEALTH SPOT SHOES 


/ prove their comfort—their banishment of 
: At the left is the foot ills—their exclusive body-rebuilding 
Reales fall Send = values, almost at once. Wearers tell others. 
HEALTH 8 pat ee 

auntie ot ue tan Wearers come back and buy again 
Point, and you will real- thus HEALTH SPOT SHOES are sweep- 


these shoes are P : : : 
breaking sales records— ing America—pouring real profits into the 


id surpassing i 
— — pockets of dealers. 


NEW Mathie SPOT DEALER PLAN 
REVOLUTIONIZE S RAGA shoe selling 


The August Class for new HEALTH SPOT DEALERS, held by the Orthopedic Institute, in New York, 
has 200 enrolled. This great school—hailed by industry as an outstanding advance in merchandising—is 
only one feature of HEALTH SPOT’S profit-making Dealer’s Plan. Our Foot and Shoe Research Agency 
provides dealers with a complete merchandising and advertising service—window displays—a proven 
profit-making budget control—personalized consumer letters—all these help HEALTH SPOT DEAL- 
ERS to leap to the forefront of successful dealers in their respective communities. 


Write for the full story. A post card will do. Learn the opportunities which HEALTH SPOT SHOES offer 
everywhere. Send today—no obligation, of course. 


MUSEBECK SHOE COMPANY 
DANVILLE Write for catalog and price list ILLINOIS 
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RANDALL-- GREGORY -- 
a walking shoe for wear with complement to falltweeds; wide 


tailored clothes; 5-eyelet ox- flaring strap, heart-shaped per- 
ford accented by pinpoint per- forations and stitchings, attrac- 


forations and minute stitchings. tive metal buckle. 
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The makers of Selby Shoes depend this year as they 
have in years past on Evans Kid. They have found 
that the tremendous sale of their fine shoe’ is aided 
materially by the rich lustre of this excellent kid. Its 
soft and glowing finish appeals to a woman’s eye for 
beauty, its long wear to her eye for value. Permanent 
color, dyed clear through the skin, guarantees a beau- 
LELAE.-- tiful, lasting finish. Naturally, Selby Arch Preserver 


for tailored clothes or after- Shoes, made as they are of Evans Kid, enjoy a famous 
noon wear;4-eyelet oxford with 


sunburst stitchings, contrasting : 
incl” bed Geleehe beatae: name throughout America. John R. Evans & Company, 


= Camden, New Jersey. 


Cvans kid 
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... and it ages and wears WELL! It can do 
no less, for selected skins are used for the 
hand crafted technique of men trained in the 
art of producing “The World’s Finest Colored 
Calf.” In the medium and fine grades of 
footwear, it adds a fineness to the style and 
quality look. Its fine grain with tight break 
mirrors its quality. 


A FINE LINE 





TO BE DRAWN 


And its mellow feel is a delight to feet that 
like comfort! Luxor Calf in its various shades 
is found in all the well known lines, aiding 
and supporting worthy reputations. Its color 
No. 88—Bourbon—LEADS, due to the rich- 
ness of its brown red tones harmonizing just 
right with men’s blue, grey or brown suits. 
Swatches on request. 
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